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Reproduces the toe lines of any last 
accurately — an important factor with 
sharp edge lasts: plateau — square toe. 


Fuses the lining, doubler and box toe 
into a single unit — thereby eliminates 
wrinkled toe linings — provides strength 
of a three-ply unit. 

Assures firm side walls and a flexible 
tip line — essentials of a quality hard 
box toe. 


Easy processing and workability of 
Celastic — makes possible tighter, more 
accurate lasting — quickly — easily. 
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THE QUALITY BOX TOE 





Celastic requires no heat treatment 
process — the original color and finish 
of the leather is preserved. 


Will not collapse in conditions of heat 
and moisture — resists water and the 
sun’s heat from without — foot heat 
and perspiration from within. 

Structural strength withstands any 
test of wear — Celastic box toes can 
be restored to shape even after a 


crushing blow. 


Does not discolor the stockings or the 
toes of the wearer. 


Through a long period of use, in all types of factories, in shoes of all processes, Celastic 
has proven to be an outstanding development in terms of quality, style and comfort 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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A great quotation within the trade 
(and often misquoted) deserves the 
following historical sketch: 

“NE SUPRA CREPIDAM SU. 
TOR JUDICARET”—Let not the 
shoemaker judge above his shoe . . . 
(Pliny The Elder . . . 23-79 AD) 


aa 


“It was a custom with Apelles, to 
which he most tenaciously adhered, 
never to let any day pass, however 
busy he might be, without exer- 
cising himself by tracing some out- 
line or other—a practice which has 
now passed into a proverb. It was 
also a practice with him, when he 
had completed a work, to exhibit 
it to the view of the passers-by in 
his studio, while he himself, con- 
cealed behind the picture, would 
listen to the criticisms . . . Under 
these circumstances, they say that 
he was censured by a shoemaker for 
having represented the shoes with 
one latchet too few. The next day, 
the shoemaker, quite proud at see- 
ing the former error corrected, 
thanks to his advice, began to criti- 





cize the leg; upon which Apelles, 
full of indignation, popped his head 
out and reminded him that a shoe- 
maker should give no opinion be- 
yond the shoes—a piece of advice 
which has equally passed into a 
proverbial saying.” 


WENDELL H. McCRACKEN, 
shoe buyer for Wetherby-Kayser 
Company in Los Angeles and Pasa- 
dena, Calif., says: 

“It is about time shoe buyers 
faced facts and then merchandised 
their shoe stocks by what their own 


re a) 
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particular clientele wants and not 
by established custom, especially 
custom originating in other parts 
of the country. For instance, take 
our main Seventh Street store—I. 
like many buyers, run the floor on 
rush Saturdays. During July and 
so far in August, it was almost a 
parade of women coming into the 
store whose first question was: 
‘Have you any white shoes?’ If 
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they want white shoes in July and 
August they should have them, even 
though the trade has been very ex- 
pensively educated to buy them at 
sale prices back in May and June. 

“In mid-July, stores will fill their 
windows full of black suedes, then 





when they sell say ten pairs on a 
busy day, will swell up in thinking 
how well these new Fall shoes are 
selling. If these same stores had 
had seasonable Summer shoes, the 
chances are their dollar volume 
would have been many times 
greater. Understand, this out loud 
thinking is applicable to Southern 
California. 

“Another exploded theory is that 
of demanding exclusive patterns on 
good selling lines which are carried 
in other competing stores. For Fall 
we have bought a Fall play type 
shoe for street wear which was 
bought by 18 other good local 
stores. That means 19 stocks of 
shoes in a single community serv- 
ing some two million people. How- 
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ever, it does seem good judgment 
to prefer the BEST pattern to the 
exclusive pattern, as our past ex- 
perience along this line has shown 
our sales do not suffer when other 
stores in our grades sell the same 
shoe at the same price.” 


* * * 


THE tight little Isle of Britain still 
keeps up its line of communica- 
tions with the United States. That 
we know from our own experience. 
We get the English shoe trade 
papers, week by week, and rarely 
is there any more than a ten day 
lag between the printing press and 
our eye. 

Well, if that’s true about papers, 
it is also true about shoes, be- 
cause W. G. Downing, who handles 
Church’s British shoes at 424 Madi- 
son Avenue, New York City, sends 
us a copy of a cable which he re- 
ceived saying: “PLEASE ADVISE 
TRADE AND NATIONAL PRESS 
THAT GREAT BRITAIN FULLY 
CONFIDENT TO HANDLE ALL 
EXPORT BUSINESS STOP NAZI 
PROPAGANDA TO CONTRARY 
LIES STOP STOCK OF MATE- 
RIAL AND FOOD STOCK MORE 
THAN ADEQUATE.” 


HIARRIS G. DUMBLETON of 
West Hartford, Conn., who repre- 
sents the Carpenter Shoe Co. of 
Rochester, New York, distributes a 
shoe circular—that starts off as fol 
lows: 

“Your baby is too precious to 
take chances with his feet. You 
have watched your baby’s diet as 
directed by your doctor. You make 
sure that the milk you give him is 
certified. You see to it that he gets 
Cod Liver Oil, and a full share of 
direct sunlight. You include foods 
that contain plenty of mineral salts, 
and the vitamins A, C and D—so 
essential for bone-building and 
sound teeth. But what are you do- 
ing about his feet? 

“There are 52 bones in your 
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BUY A BOG? 


—My late uncle, Edward Terhune, 
was for many years a well-known 
salesman of men's shoes. 

—He possessed an unusually good 
knowledge of human nature, and 
had a keen sense of humor. 

—Once, when calling upon a cus- 
tomer in a Southern city, he was 
told that business was bad and 
getting worse. 

— "Why don't you advertise in your 
local newspapers?" he asked. 

—"Advertising doesn't pay,” was 
the reply. “We've tried it and we 
know." 

—"Il can prove to you that advertis- 
ing does pay,” said my uncle. 

— "If you can prove it, we'll pay for 
the ad," said the customer. 

—An ad was prepared, featuring a 
couple of new styles in men's shoes, 
and at the bottom of the ad, in 
the smallest possible type, my 
uncle added this line: 

“I want to buy a dog." 

—Next morning, so the story goes, 
there was a long line of people 
waiting outside the store with 
every conceivable variety of dog 
offered for sale. 

—Whether that particular merchant 
ever became a good, consistent 
advertiser, | do not know. 

—But at any rate, he had an oppor- 
tunity to discover that people do 
read advertisements. 


Sb 1 rn 


President 





baby’s feet which are only soft 
cartilage at the start. You can’t 
afford to take chances with their 
development. The shoes you select 
for the first few years must be scien- 
tifically correct—designed to pro- 
tect the feet, but not to direct their 
growth.” 
. +. * 

THE Fashion Originators Guild of 
America, Inc., must comply with 
the Federal Trade Commission’s 
order to cease and desist the boy- 


cotting of certain retailers, and 
other monopolistic practices, the 
United States Circuit Court of Ap- 
peals ruled recently. 

A pirated style is one which has 
been found, by impartial investiga- 
tors, to be copied from one regis- 
tered with the guild as an original. 
The guild’s practice of encouraging 
boycotts of such retailers was dealt 
with by Judge Learned Hand in the 
following paragraph: 

“A combined refusal to deal with 
anyone as a means of preventing 
him from dealing with a third per- 
son, against whom the combined ac- 
tion is directed, is a boycott; and a 
boycott is prima facie unlawful; it 
must be justified.” 


EREGARDING the coming price 
situation in relation to the war and 
industrial mobilization, George C. 
Smith of St. Louis, nationally 
known student of industrial devel- 
opment, makes the following state- 
ment in a recent brochure issued by 
the Brokers Division of the National 
Association of Real Estate Boards: 

“Prices may be expected to rise. 
We have entered a period of ex- 
panded credits, increased outputs. 
Any expansion of the manufactur- 





‘ing plant of the country is itself a 


type of inflation. Wars always cause 
price rises and increased produc- 
tion. During our Revolutionary 
War, prices rose from an index of 
75 in 1775, to 225 in 1780. During 
the French Revolution, prices ia 
this country rose nearly 70 per cent. 
There was a 50 per cent rise during 
the War of 1812-14; more than 100 
per cent during the Civil War and 
15 per cent during the Spanish- 
American War. 

“Because of important differ- 
ences in the situation, it is impos- 
sible for the economic history of the 
last war to repeat itself. America’s 
capacity to produce has been enor- 
mously increased. Our highly de- 
veloped synthetic and organic 
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chemical industries are almost 
wholly new since 1914, and insure 
us production of nearly all essen- 
tial raw materials. Deprivation of 
European imports will not seriously 
dislocate enterprises, as it did in 
1914. In our Federal Reserve Sys- 
tem we now have an instrumental- 
ity for the control of domestic 


credit and inflation. In our Export 
and Import Bank we have an aid to 
foreign trade, credit and exchange 
machinery. We have checks we did 
not have before on price rises. We 
have ceased to be a debtor nation 
and have established a gold reserve 
sufficient to be a base for expand- 
ing enterprise.” 


* * 


LAST year the United States used 
592,000 tons of imported natural 
rubber, 170,000 tons of reclaimed 
rubber, and 1,700 tons of synthetic 
—one of the important materials in 


peace or war-——and of shoe trade 
significance. 

CASEY JONES, who travels Den- 
ver West for E. E. Taylor Company 
and Heywood Shoe Company—and 
who makes his trips to the Hawaiian 
Islands more often than most any 
other shoe traveling man, says: 

“Buyers comparatively near their 
sources of supply in this country 
have often expressed wonderment 
on the merchandising hazards of 
successfully operating a complete 
shoe store some 5000 to 6000 miles 
from its resources. 

“Operating in Hawaii means that 
a store must have the resources to 
own what is, to all practical pur- 
poses, just three stocks of shoes at 
all times. One stock on the shelves, 
one stock on the books and one 
stock on the way. 

“In order to take advantage of 
cash discounts, bills are often paid 
weeks before the merchandise is on 
the shelves. As for the local credit, 
everybody on the islands is con- 
sidered good credit—due to the fact 
that every person is checked in by 
the United States Government and 
also checked out (if all their affairs 


are in good order). This elimi- 


ZENITH SHOE STORE 


nates all ‘skips.’ In fact, the per- 
centage of collection here in Hono- 
lulu is the highest of any place in 
the world. 


“Cost of doing business is much 


higher on the islands, due to the 
fact that nearly everything is 
brought in by boat from the main- 
land. Salesmen’s salaries are very 
high on the face of it, but rents are 
very high, cost of living is high 


and a man must have enough 


clothes, to make frequent changes. 
Salespeople in the stores wear white 
every day and must be fresh in ap- 
pearance at all times.” 


7 2 * 


Mi. R. HARDING of Mathias & 
Hansen, Gulfport, Miss., tells us: 
“As a fitter-of-shoes I declare 
Should I ever reach Heaven, so 
fair, 
If angels sandals wear, 
Again I declare, I shall 
Spend my Hereafter elsewhere.” 


WILL YUH DO 
\T AGAIN, MISTER? 
BROTHER 
M\ASSED \T. 





Black crepe cocktail shoe in two-eyelet tie. Effective use of 
gold in platform sole and heel and trimming on cutouts and 


eyelets. Gold and silver kidskin slipper with unusual heel- 


treatment, and allover stitching. Both models from I. Miller. 


Photograph by 
ROBERT K. WEITZEN 


Shoe photographs by 
GEORGE PELZER 





FIRST STYLES 


For Formal Evening 


Real Beauty and Elegance Seen in Early Fall 

Evening Shoes. Plastics, in Upper and Heel 

Materials, Introduce New Interest in Higher 
Price Brackets. 


EEVERY week now new evening slip- 
per styles are appearing on showroom 
shelves. Very occasionally, here and 
there, a manufacturer has been ready 
with a line since the first Spring show- 
ings of Fall shoes. Among the slippers 
that we have seen there are some beau- 
tiful styles. The same good taste that 
we have seen in the collections of Fall 
evening dresses appears in the shoes. 
Rich, but not over-elaborate; beautiful 
in line and color; they are suitable to 
the temper of the world of today. 





Below: Four ways of treating the Vinylite 
shoe are shown here in cocktail and eve- 
ning shoes. Reading from left to right: 
Green Vinylite is studded with matching 
stones to give unusually rich appearance. 
Platform sole, strap and heel of matching 
satin. From Newton Elkin. Blue Vinylite 
combined with bright red satin in vamp 
trimming and heel make effective cocktail 


THE ready-to-wear evening market offers several hints 
for the promotion and selling of evening shoes. Silhou- 
ettes are narrow, soft fitting. The slim skirt gives much 


more importance to the shoe. You know how it was 


with the wide, fluffy bouffant skirt—the shoe was hardly 


seen except for a glimpse now and then as the wearer 
went up and down-stairs. The dress was definitely the 
center of interest. With sleek silhouettes, the shoe and 
the accessories have more of a chance. The street length 
dinner or cocktail dresses which are being shown by 
some houses suggest an unusual opportunity for selling 
the less formal evening shoe. 

The popularity of wool for evening is another trend 
which you should remember in selling evening shoes. 
The wool dress or dinner suit, beautiful in line and 
color, offers a striking background for the shoe. 

Embroidery—in sequins, beads and thread—crops up 
everywhere. Black—and jet, we might add, is definitely 
here—gold and multi-color are all being used on the 
new dresses. This treatment—on the bodice almost with- 
out exception—may be simply at the shoulders or neck- 


pump, perforated for additional coolness. 
From Schwartz & Benjamin. Rich red 
combined with gold kidskin is the way 
this beautiful shoe is selling now. From 
La Valle, Inc. Clear and cool as glass is 
the Vinylite used in this unusual cocktail 
sandal, made in combination with black 
suede. From Andrew Geller. Stockings on 
forms from Berkshire Knitting Mills. 


line or it may cover the whole longer torso waist, ex- 
tending over the hips. The untrimmed skirt makes it 
possible to wear a multi-color brocade or a rhinestone- 
trimmed shoe with such a costume without appearing 
over-dressed. Your more conservative customer can 
equally well wear a plain satin or crepe shoe in the 
dominant color of the dress or a gold or silver kid shoe. 
(Combinations of gold and silver kidskin in one shoe 
are still popular and smart.) 


[TURN TO PAGE 32, PLEASE] 


Below: Five heels and two ornaments 
in plastic, all from the workroom of 
Kenneth Keyes. All the styles, except 
the heel on the extreme right, are glass 
clear. That one is in multi-color stripes 
set into a black suede heel. The one to 
the left is made as a rear window 
through which red snakeskin is seen. 
These samples give some idea of the 
many possibilities in these “Windo- 


heels.” 
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Colorado Springs... 


An A No.l 


FOR a town of its size (local population only about 35,000) Colorado Springs, Colo., has an exceptional 
number of very successful, high-class shoe stores. Permanent home of many millionaires and Summer rendez- 
vous of the vacation elite from all over the country, the city appreciates good shoes, buys unusually high 
priced merchandise, likes smart up-to-the-minute styles and smooth, efficient service by capable salespeople. 

As Tue Recorver’s Candid Cameraman visited The Springs, shoe men were looking forward to one of the 
best tourist seasons in years—as indicated by their broad smiles. Anyway, here’s how some of the leaders 
of the industry at Colorado Springs looked as the camera man caught them at their daily jobs. 





Partners having the same initials if not the same 
name are C. H. Troutman (left) and C. H. Shields, 
heads of the Shields Bootery, one of the city’s 
several successful independent stores. The pair 
were snapped discussing a new item. Mr. Shields, 
president of the company, has operated his pres- 
ent store in Colorado Springs for 12 years, prior 
to that operated several stores in Kansas. 


WHEN heads of the Vorhes Shoe Co., here, laid plans 
for celebration of their fiftieth anniversary they saw in 
the occasion an opportunity for productive year-around 
promotion rather than a mere one-week anniversary 
sale. The result of their foresight is a nine-month series 
of highly successful merchandising campaigns featuring 
various individual lines of nationally advertised mer- 
chandise. 

The single line promotions are being run by seasons. 
Eaeh new season since the anniversary date has brought 
a group of one-week drives on such lines as Foot Saver, 
Paradise and Red Cross. 

In each case the drive is approached in advance with 
special window and interior displays, is immediately 
preceded by a three-quarter to a full page newspaper 


Frank F. Wulff, head of the Wulff Shoe Co. 
of Colorado Springs and owner of one of the 
finest old and rare shoe collections in the world, 
reads the current issue of Boot aNp SHOE REcorDER. 
Retiring from business a number of years ago, Mr. 
Wulff found life too dull, opened a new modern 
store, and is now busy and happy, assisted by his 
son and junior partner, Willard W. Wulff. 


advertisement. The publicity attendant on each drive 
not only creates large amounts of immediate business 
but also helps impress on the general public the im- 
portance of the quality lines carried by the store. 

The continued publicity has brought the store a con- 
stant flow of congratulatory mail and numerous per- 
sonal calls. Scores of letters have been received from 
old customers, a number of whom have been buying 
shoes from Vorhes for the full 50 years of its existence. 

The Vorhes company was founded in 1890 by the 
Vorhes brothers, Frank, John and Ed. The firm then 
occupied but a single small room at No. 29 S. Tejon 
Street. Five years later Frank Vorhes bought out the 
interest of his two brothers. 

Continuing to expand, Frank Vorhes was ready by 








_— o- _ FT 
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Recorder Candid Commentator Finds Exceptional Number of Success- 
fal, High Class Stores, Supported by Weli-to-Do Residents Who 
Appreciate Good Quality, Smart Style, Capable, Efficient Service. 


Shoe Town... 


1898 to purchase the business of another well-known 
shoe man by the name of Frank Conway and consoli- 
dated the two firms in one store. In 1907 a further 
expansion resulted in the formation of the present 
Vorhes Shoe Co., with Mr. Vorhes as president, Taylor 
Thompson as vice-president and treasurer, and Sam L. 
Thompson as secretary. 

Moving to California in 1912, Mr. Vorhes continued 


1924 when he 
retired. At this time Taylor Thompson became presi- 
dent, with Frank M. Baity as vice-president, Frank E. 
Little as treasurer, and Sam L. Thompson as secretary. 


to direct the business from there until 


Finally, in 1933, the present managerial set-up was 
adopted, with Frank M. Baity as president and manager, 
Allen Thompson as Ist vice-president, Frank E. Little 
2nd vice and treasurer, Sam L. Thompson secretary. 





Current style trends are discussed by the heads 
of the Cox Bros. Shoe Co., Colorado Springs, 
one of the finest and most modern women’s 
stores in the West. Elmer W. Cox is seen at 
the left, John E. Cox at the right. Salesman 


Van Burnett (behind) looks on. 















J. M. Barrett (right), manager of the Feltman 
and Curme store, leader in the chain field at 
Colorado Springs, and Mrs. Barrett who man- 
ages the hosiery department, discuss the new 


Nylon hose. Mr. Barrett and other Colorado 
Springs shoe men report an excellent reception 
for this merchandise. None of the stores here 
have been able to keep up with the demand. 


The four present owners of 
the Vorhes Shoe Co., old- 
est shoe store in Colorado 
Springs and one of the 
oldest in the West, discuss 
plans for their current 
Fiftieth Anniversary cele- 


bration. They are, left to 
right: S. L. Thompson, 
Allen Thompson, F. E. 


Little and Frank M. Baitv. 













DES HIT 


( 
SE 
Something of the wide open spaces UY SD 


S 
X 


about this wide-soled swagger oxford 

in sueded colt leather. An ideal 

country and college shoe. From 
California Cobblers. 


f 


American lasts and American designs 
—by Harry Parker—are used for this 
Havana-made play sandal of genuine y 


alligator. The heel is a % height. BS OF sy 
liigG 


eg 
@ ati 4 


A golden horse, “Palomino,” 
gave his hide for this cunning 
little strap shoe with fringe 
vamp treatmeni 

from Joyce. 





The patriotic trend in fashions 
finds original expression in this 
novel sweater (an original Audrea 
model) worn by Penny Singleton, 
star of the CBS radio comedies 
“Blondie.” Photograph courtesy of 
the CBS Fashion Service. 





= 
Walled last wedgie with welt sole in 
black reverse leather with touches of 


red in welt trim, binding and laces— 
all smart ideas for a Fall play and 
walking shoe. From A. Sandler. 












SOUTHERN CALIFORNIA shoe merchandisers who 
have pioneered in both Summer and Fall play shoes t 
a profitable degree are buying the new Fall _phe?*46Moes. 
Buyers on Fifth Avenue, New. Yg Baltimpxe/ 
Philadelphia; the NorthaeefY the tates, and 
the South, as weJAd® those e Pacific Coast, are 
making spe prometi@nal plans to feature shoes of 
this jyfft. Rokjerfon’s in Los Angeles is remodeling its 
Prllegieayt! floor completely, with the idea that today’s 
jugpft and younger set trade is tomorrow’s volume, and 
e store is going to get it. The new shoe department on 
this floor will be right in the center of the floor; its 
accent will be on play and casual footwear. 

Many of the new Fall play types have the new square 
toe and the walled last that are so important in the 
fashion picture; all have wedges or platforms of one 
sort or another, for women have asked for them, cried 
for them, as being the most comfortable and sensible, 
as well as the most becoming, shoes for street and coun- 
try wear. There are buckos, for instance, calf trimmed, 
with special thick sole construction. 
sleek, sophisticated, almost severe; easy to fit, delightful 
to wear. 

Bullock’s Downtown and the Westwood Village 
branch, too, are featuring new versions of the good old 
saddle oxford in their Collegienne shoe departments in 
their August promotions. There will also be the classic 







The shoes are 











This Year There Is No Hit or 
Miss About the Fall Play Shoe 
Business. Women Want Them. 
a Wide Assortment of Types Is 
on the Market. and Stores Are 
All Set to Begin Promotions 
With the Back-to-School Trade. 


by 
HARRY R. TERHUNE 


The play shoe that looks equally well 
indoors or out is this 
bandage stepin of 


very smart 
supple kidskin. 


Fulton Leather Goods. 





elk oxford 
paekPh, wonderfully 
This 4 


tion, with a square turned-back toe and a slightly walled 


im and g peewee: Crushed 


1 beautiful, is a new arrival. 






g featured in an extra thick sole construc- 


last. 

A series of play shoes just introduced are made of 
the new horsehide tannage. This leather makes solid or 
calf trimmed shoes especially suited to the vogue for 
above-the-knee skirts. The shoes have square toes and 
sabot straps on gores, carrying out the Mary Jane idea 
that has been so much talked about. This type, as well 
as the bucko and crushed kidskin, is being stocked by 


stores with a bag to match, complementing the Fall cos- 
tume in favorite flannel, gabardine or covert. 


THE fabrics above mentioned are particularly popular 
with college girls and sports-minded young women but 
will also sell to older women who have adopted the 
new, casual attitude toward clothes. They will be worn 
with longer jackets of tweed or gabardine, skirts above 
or below the knee, or the 
new tailored dresses in bright-colored wools. 

So much for play shoes . . 
if they go to work, to market and to school. 


slacks, softer suits for town, 


. called by that name, even 
There 
remains the problem of divorcing them from the more 
expensive, more formal types of shoes. This may be 

[TURN TO PAGE 32, PLEASE | 
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Interior display win- 
dow at the entrance 
to the Young Men’s 
Shoe Shop in the main 
shoe department of 
the Store for Men, 
Marshall Field & 
Compayn, Chicago. 


SLIGHT THE MEN 


Marshall Field's 


ing High Styles, N. 


Shoe Shop for Young Men, Featur- 
ovelties and the Newest Features 


in Men's Footwear at Moderate Prices, Forms the 
Basis of the Merchandising Program Which Has 








As 


YN Se atm shoe idea that we've come 


ma A NE sa ae 
THE STORE FOR MEN 
MARSHALL FIELD & COMPANY 


Washington and Wabash 


oh Pe 
we 22 


Store Hours: 9 a.m. to 5:30 p.m. 





I OE 


Desegned tor the 
pleasant job of loafmg 


THE SIESTA 
An Excellent Value at.... $395 


@ Lightweight, covered. rubber platform 
bortom that conforms to foot contours— 
absorbs shock 
wang «© New quick- -lacing construction—no binding 
oT or burning the instep 
ieee: = leather upper—sturdy air- 


across in many a moon. In a variety of color 
combinations. See the Siesta tomorrow! 
The Shoe Shop for Young Men 
Second Floor, South 





THE STORE FOR MEN Rl 





Worked Out Very Successfully 
for This Year-Old Department 


AN example of how merchandising of high styles can 
be made just as important and successful a part of the 
men’s shoe business as the women’s is seen in The Shoe 
Shop for Young Men in the Store for Men, Marshall 
Field & Co., Chicago. It is a part of the regular shoe 
department, yet a distinct and separate shop within it- 
self. The Shoe Shop for Young Men, is patterned 
after a similar division in the main women’s shoe de- 
partment, the Stacattoe Shop, which features highly 
styled shoes of Field’s quality and character at moderate 
prices. Since Marshall Field & Co. regular shoe depart- 
ments deal in higher priced shoes this means shoes sold 
at $7.75 and $8.75. Both shops have made a successful 
bid for the youthful type of trade interested in the latest 
styles yet limited in their budget. 

Since its inception some 15-months ago the Young 
Men’s Shop, under the direction of Charles Campbell, 
has imitated in male fashion the methods used by high 
style women’s shops and salons. High styles, novelties, 
and the newest features in footwear all offered at a 
moderate price have formed the basis of the merchandis- 
ing program. This merchandising program was based 
on the theory, which has since been proved correct, that 
men are just as conscious of style, just as anxious to 
wear the newest and latest, just as interested in novelties 
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and just as anxious to have well planned ensembles and 
well balanced wardrobes as are the women. 

In fact, the code, as it were, of the department is 
embodied in this statement which appears on placards 
placed about the shop. “The Shoe Shop for Young 
Men features the latest accepted styles in shoes for every 
occasion. They are keyed to the demand for comfort 
and style at moderate prices.” 

To date, except for seasonal novelties, $7.95 shoes 
have been featured. This Fall the line is being enlarged 
to include a new price group at $8.85. A varied type 
of new business has come to the shoe department 
through this new division. A good portion of the busi- 
ness comes from high school students, college men and 


young business men. In addition to this, a lot of the 


[21] 


Mr. Campbell states, “We certainly have had proof 


that men are definitely in a style-conscious mood, which, 
incidentally, is at the same time a buying mood. There 
are many who come here regularly, not just to buy an- 
other pair of shoes, but to see what is new. They ask 
about the current styles and ask what is being worn this 
season.” 

The outstanding example of novelty shoes featured 
Believed to be the 
first retail showing of this type material in shoes and 


were the “Elastiglass” last January. 


although treated strictly as a novelty, several orders 
were placed. One of the outstanding promotions was 
of 13 styles in a flexible brogue, a heavy type shoe yet 
also extremely flexible. Also extremely successful were 


black cordovans sold as extra shoes for dress, imported 


in High Style Merchandising 


regular customers of the main shoe section come here 
to see what is newest in styles. Although they continue 
to buy expensive shoes for their regular needs, many 
buy a special seasonal type or a novelty here as their 
extra pair. 


Display of “Elastiglass” shoes for men, a novelty promotion 
feature known as “A Preview of Shoes of the Future”. 
were cited as a “few of the new shoes found in the Shoe Shop 


for Young Men”. 


English shoes embodying many of the details of ex- 
pensive custom imports, and assortments of inexpensive 

colored canvas shoes to match slack suits. 
The most successful shoes, Mr. Campbell points out 
[TURN TO PAGE 56, PLEASE] 
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& COMPANY 


Wasbengion amd © shash 
Store Hours: 9 om. te 3:30 p.m. 
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CHAMPAGNE. 


that puts sparkle in 
your Sports Ensemble 


Just the shoe te $795 
freshen up your 

Summer appearance! A 
wholly distinctive shade 
that'll smartly accent your 
sports-leisure turnout All 

over wing tip brogue pic 

tured. Available, too, in a tan 
trummed monk scrap model 
The Shee Shop for Young Men 

Second Floor, South 
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OUTLOOLM 


What Makes a New Season? 


IT has been said that when three shoe men get together, 
you will find half-a-dozen opinions on any subject dis- 
cussed. Whether that’s true or false is beside the point; 
but there does seem to be an indication that uncertainty 
is a little too prevalent in a business that really has so 
many elements of safety, security and regular operation. 

What’s become of the stamina, character and reliabil- 
ity that are traditionally supposed to be shoe trade char- 
acteristics? For some time we have noted that the shoe 
business is one of those trades that is too easily licked. 
It seems to enjoy chronic fears and phobias that lead to 
putting things off. What's the result? We have de- 
veloped a degree of instability that makes for insecurity 
all the way from the hide buyer to the fitting stool. Well, 
there is only one solution. It’s high time that shoes got 
into stronger and younger hands. You can’t wiggle and 
wobble and “mess about” when you are face to face with 
the need for regular business, done in the regular way. 

One would get the impression from talking to some 
shoe men that shoes were highly perishable and danger- 
ous to handle. The example of the moment is the wild(?) 
time produced by wedges. Sure, wedges were something 
new in shoe selling! They were a tonic and a talking 
point. They were worth every dollar spent. It isn’t 
every industry that can excite the imagination of an 
entire human race, with an article so conspicuously 
extreme. The high wedge came in in January, rose to a 
peak in March. Maybe here and there they are still 
riding the wave of popularity. Remember, this is a 
pretty big country and style doesn’t hit every center 
with the same speed and certainty. In fact, there are 
hundreds of stores that have yet to have theig first pair 
of wedges, if ever. 

So let’s not chalk up the experience with high wedges 
as one of the emotional experiences of industry, one of 
the fits of enthusiasm and all that sort of twaddle. 
Wedges were an influence on trade; and I wouldn’t be 
surprised if they had a permanent place in the low heel 
field—play shoes and the like. There never was and 
never will be anything wrong with a spring heel. The 
grown-up-sister of the child’s spring heel is as natural 
a shoe type as anything. Therefore we give a lot of 


by ARTHUR D. ANDERSON 
EDITOR, BUUT AND SHOE RECORDER 


credit to wedges for the part they played in brightening 
the dark corner of the shoe store. They will move from 
the extreme to the practical and add one more salable, 
serviceable item to the joy of living of children, men 
and women. In many cases you can take the old high 
wedges, rip off the bottoms, put on a regular sole and 
heel. 

How should style be measured? By its beauty? By 
its popularity? By its timing? The freakish high wedge 
never was beautiful and only beautiful things live. “Noth- 
ing is great that is not true” is something I read years 
ago. Yet I also remember sitting in the office of a great 
merchant who said: “The eye must be fed. So, if women 
want to wear thunder jugs on their heads, I am in busi- 
ness to sell them.” 

Some merchants can remember the high, fancy, 
braided boots of the last war period, made up in kid 
leather worth its weight in silver. It was a whimsy of an 
emotional period. Maybe the wedge is the same. May- 
be there’s something else, more extreme still to come. 
It certainly would be a refreshment to the stale thinking 
of the trade at the moment for the lift of a novelty. There 
doesn’t seem to be anything to talk about except Hitler, 
the war, stale business and the like. 

Many a style and a promotion that should have been 
started early, promoted regularly and pushed constantly, 
died before it was born because of buyers’ timidity. 

There’s good Fall business ahead. Go out and get it. 
There is an advance Fall opening period of four weeks 
between Aug. 15 and Sept. 15; a real Fall season and 
second promotion period Sept. 15 to Oct. 15 and even a 
third Fall season, between Oct. 15 and Nov. 15. One 
line of suedes does not a season make, when there are 
three major opportunities to sell new shoes, when they 
can be sold, to a public that will have more money than 
it did a year ago. Shoes are actually in for a bulge 
because most men and women can take money for shoes 
and apparel out of current pay envelopes, for they have 
not as yet to consider major expenses of fuel and shelter. 





GONE 1S THE BLITZKRIEG METHOD 
OF TEMPERING COUNTERS BEFORE 
TRYING ON NEW SHOES, 


THEN CUSTOMERS FIND THAT, IN 
SPITE OF THIS, THEY ARE GETTING 
A NEW FEELING OF COMFORT RIGHT 
FROM THE START: NO KNIFELIKE 

EDGES, NO GNAWING AT THE HEEL. 


DAREX COUNTERS THEY GET A 


cha, SHOE 


A — oF DAREYX 


” DEWEY & ALMY CHEMICAL CO. 


Cambridge, Mass. Chicago, il. Montreal, Canada 


*Reg. U.S. Pat. Of. Darex Counter Moterial is especially designed for moking 
oanters onder U, 5. Potent 2,111,205 ond Canadian Patent 381,303. 





A Salon for Merchandising 


lt Took Less Than a Year for Irving Joseph, 
Chicago Women’s Shoe Retailer, to Prove His 
Conviction That There Was a Good Market for 
Higher Priced Shoes if Given the Proper Set- 
ting and Emphasis in Advertising and Display 


GRADING up of merchandise instead of grading down 
is possible even in this era when price promotions 
figure so much in the retail merchandising picture. 
This fact has been proven as applicable to the women’s 
style shoe business by Irving Joseph in his salon shoe 
store in Evanston, Ill., a Chicago north shoe suburb. 

At the time this shop was remodeled last Winter, 
Mr. Joseph also opened a new store, featuring popular- 
priced shoes, known as the Town and Country Shop. 
Firmly convinced that there is a wide market for higher 
priced shoes merchandised correctly and in the proper 
setting just as there is a wide market for popular-priced 
shoes, and that this market can be increased, the newly- 
remodeled salon has been made the setting for a mer- 
chandising program for better shoes—and with excellent 
results. 

Prices of shoes sold in the salon range from $7.75 to 
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Genegal view of the newly: 
remodeled Joseph Shoe 
Salon, Evanston, Ill. Set- 
built in along the 
walls and salon furnishings 
give a homelike appear- 
ance and divide the store 
into intimate sections. 


tees 


Better Shoes 


Emphasis is placed on a few shoes of one general type 

rather than a large showing of merchandise in the Joseph 

windows. Built in display niche at left is used for acces- 
sory-shoe tie-ups. 


$18.75. For the past six months chief emphasis in 
advertising, display and promotion has been placed on 
$16.75 shoes. Since Mr. Joseph operates a strictly style 
shoe business, the fact that these are Joseph originals, 
that they are distinctive and that they combine extreme 
style with quality are points stressed in advertising and 

[TURN TO PAGE 45, PLEASE | 
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SHE WALKS IN Gece AND Comer 
BECAUSE 


TRI-BALANCE IS A TRUE FOUNDATION 


The test of good merchandising is “Walking the 
Free-Tread Way”, for it is the straight line to 
profit — an easy sequence of steps — first you 
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order 36 pairs in one style—restock daily by 
mail—multiplying your profits by your sales to 
new customers; as you progress and profit add 
another style. 


So simple is the W. B. Coon plan that all you 
have to do is to write for particulars—and grow 
with us in usefulness to women who need some 
measure of practical foot correction to help 
them to walk in grace and comfort. 


In Free-Treads 120 Styles— 


In Tri-Balance a planned selection of true 
sellers— 


All In-Stock. Write today. 


The test of good posture 
is “‘walking the even 
line,” taught in all pos- 
ture lessons as a way for 
graceful enjoyment of 
walking. 


Women are proud of 
their posture—helped by 
Free - Tread Shoes con- 
taining that triple scien- 
tific balancing principle 
Tri-Balance — equalizes 
body weights in the mo- 
tion of walking. 


W. B. COON COMPAN Y 37 CANAL STREET, ROCHESTER, N. Y. 


47 West 34th St., New York City e 1800 Republic Building, Chicago, Ill. 
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A Boot and Shoe Recorder Department 





Consistent Promotion Brings 
Them Back 


The Vorhes Shoe Co., prominent 
‘shoe retailers of Colorado Springs, 
Colorado, has done a consistently 
good job of promoting business 
through the mail. 

Located in one of the leading re- 
sort towns of the West, the Vohres 
store has always had its share of the 
profitable tourist trade in addition to 
its regular business in the town itself. 

But the management of the store 
has not been satisfied to consider the 
tourist trade as hit-or-miss. A tourist 
is considered a potential regular cus- 
tomer just as is a local resident. The 
store makes it a point to get the name 
and home address of every tourist cus- 
tomer and keep in touch with her by 
mail. She is always sent a Christmas 
card and at least one letter during 
the year. Shortly before the tourist 
season she is sent another letter in- 
viting her to come back to Colorado 


by JOHN F. W. ANDERSON 


Springs again and expressing the 
hopes that the store may be of ser- 
vice to her again. 

Both Winter and Summer letters 
also make an appeal—and a mighty 
effective one—for mail order business. 
Mention is made of their complete 
record of the customer’s size and style 
preference. To well-known customers, 
the store also makes the suggestion 
that they will be glad to send a selec- 
tion of the new styles on approval. 
The store’s ability to satisfy customers 
through the mail has built up a sub- 
stantial year ’round business with cus- 
tomers hundreds of miles away. Below 
is a copy of the letter sent out by the 
Vorhes Shoe Co. at the beginning of 
the current tourist season. 


. = = 


“People come in today to be fitted 
—not just to buy shoes.” 
(John Harris, Ross-Harris Shoe 
Store, New York City) 





Dear Friend: 
better than ever! 


New Footwear we've ever assembled. 
like you are invited! 


you this message: 


We'll be looki 


least we hope we'll hear from you. 





For Fifty Years—The Peak of Quality 


Born at the beginning of the “Gay 90’s” this store, at 50, is gayer, newer and 


We're celebrating our Golden Anniversary . . 
It goes without saying that old friends 


Some of you may not be able to attend in person this year. Some of you may 
plan to visit our famed Pikes Peak vacation-land later in the season. To all of 


Let us send you a selection of the new Footwear Styles on approval! We 
know your size, and our remembrance of your style preference goes ‘way back 
. .. even to those gay 90’s in some instances! 


Just drop us a note, or card, and your shoes will reach you by return mail. 


Perhaps you need hosiery, too? Our selection of new shades in Theme, Gordon 
or Phoenix is complete. May we send a few pairs along with your shoes? 


for you during our Birthday Celebration this year . . 


For 50 years, your truly, 
THE VORHES SHOE COMPANY 


: with the finest selection of 


- or at 








Final Sale 


Gimbel’s, New York department 
store, is running a final clearance sale 
in their basement women’s shoe de- 
partment. A ruled box in the corner 
of their newspaper ad contains the 
following “final” information: 

All Sales Final! No C.O.D.’S! 

No Credits! No Exchanges! 

None Sold to Dealers! Sorry, 

No Mail or Phone Orders Filled! 

To encourage action by the buying 
public, the ad also emphasizes: 

“Arranged on tables by sizes to 
facilitate your selection! Extra trained 
salespeople! Extra space! Extra 
wrappers!” 

* = * 


Mass Display Idea 


The Walk-Over Shoe Store, Sth 
Avenue at 46th Street, New York City, 
believes, in their current window dis- 
play, that the more shoes you can 
show—and show attractively—the bet- 
ter chance for the customer to com- 
pare—and by comparison, to buy. 

Three parallel bars, each painted 
a different color, have been con- 
structed across the center of the 
window. Shoes in all models and 
colors are perched along the bars 
like hens on a roost. To carry out 
the regimental idea still further paral- 
lel rows of five to fifteen shoes are laid 
out on the floor of the window—proof 
that the store carries all the latest 
styles in stock. 

* * * 


Sell "Em Humor 


The humorous approach may not 
always sell shoes but it sure does at- 
tract attention, if the recent windows 
of the Ansonia Shoe Store on 42nd 
Street, New York City, are any cri- 
terion. And when you get right down 
to it, attracting attention may be the 
most important function of a window 
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BEST IDEA OF THE WEEK 
GIVING AWAY SHOES—AT A PROFIT! 


(Terrell’s Shoe Store, Cairo, Illinois) 


Mr. John Terrell—“! believe that every man has a 
hobby of some sort, but I wonder how many men 
have converted their hobby into a profitable business? 
For a number of years my hobby has been children 
and I have been able to convert this hobby into a 
business which has brought my store a 250 per cent 
increase in children’s shoe sales during the past seven 
years. Moreover, I believe that I can trace over half 
of our total youngster trade to one single promotion.” 


O. P. Ideator—“I hope that your hobby isn’t collect- 
ing children?” 

Mr. Terrell—“No, not directly, but only as cus- 
tomers for the present and the future. It all began 
back in 1932 when a number of women customers 
began to visit the store for their babies’ first pair of 
shoes. I have always liked babies, but at that time I 
conceived the idea that a good deal of future goodwill 
could be realized by giving them the baby shoes. Con- 
sequently, since 1933, we have given every new born 
baby at St. Mary’s Hospital in Cairo a new pair of 
soft-soled baby shoes. The number to date totals 435 
pairs.” 

O. P. Ideator—*I can see that all mothers would be 
grateful.” 


Mr. Terrell—*“I should say that they are. And, 
not only do we send the shoes to the baby, but we also 
record the name of the baby and the names and 
address of the parents in a ledger in the Terrell Shoe 
Store office. This ledger is used annually for direct 
mail and advertising promotions, and in some cases 
a dozen sales or more are recorded after a name, prov- 
ing that many mothers continue to bring their children 
to the store not only for baby shoes, but as they grow 
older as customer of our other departments.” 


O. P. Ideator—“1 can see that you must do a good 
business in children’s shoes for your children’s de- 
partment is one of the largest in the store, but I don’t 
see much space for stock?” 


Mr. Terrell—“We keep a complete but moderate 
stock of baby and children’s shoes and rely on fast 
and speedy service from the factories so as not to run 
short. Quick turnover and prompt service to the cus- 
tomer is our policy.” 

O. P. Ideator—“Do the babies usually become per- 
manent customers?” 


Mr. Terrell—“That’s where the 250 per cent comes 
in. After the first free pair of baby shoes, mothers 
often come in to thank us and possibly to buy another 
As the children grow older they step into hard 
As new babies 


pair. 
soled shoes and so on up the ladder. 
are born the process is repeated. 

“Included among our customers have been triplets 
and several sets of twins, which business runs into a 
sizable order every time the family visits the store. 
One case, traced back to the free gift from the store, 
showed that 35 other sales had been derived from this 
family in six years, including every member of the 
family.” 

O. P. Ideator—*“As a parting question, how do you 
check on the births?” 


Mr. Terrell—“We have made an arrangement with 
a woman at the hospital to telephone us and inform 
us of every birth. Then we pack the shoes in an at- 
tractive gift package, include a personal compli- 
mentary letter, and send the shoes off to the mother 
with our best wishes.” 





Dates to Remember 





display. Stop the shoppers to see the 
display and they are bound to take a 
look at your shoes also. 

Well, anyhow, the Ansonia store has 
placed a series of two by four foot 
cartoons across the back wall of their 
window. As for example, here are 
sample texts: 

“I said, you TRY ON some new 
shoes. I dinna say a word about buy- 
ing them.” 

“But Sandy, they were Ansonias. I 
just couldn’t resist them.” 

And—“What’s going on here. Are 
you after creating a disturbance?” 

“No, officer, it’s just one of our regu- 
lar Ansonia shoe sales.” 


7 * * 
On a Broadway window— 


Discustep Witn Business — Must 
Raise Casu—Crazy Times Make 


Crazy Prices—We Can’t Eat ’eEm— 


So Come anv Get ’EM. 


And the flow of lines makes the 
shoes look sizes smaller 


(From The Advertising Almanac, 
381 Fourth Avenue, New York City.) 
Sept. 1—Labor Sunday. 

Sept. 2—Labor Day. 

Sept. 4—33lst Anniversary Henry 
Hudson’s discovery of Manhattan. 
Sept. 5—166th Anniversary First Con- 
tinental Congress, Philadelphia. 
Sept. 8—418th Anniversary first cir- 

cumnavigation of globe. 

Sept. 9—SCHOOL OPENS. 

Sept. 9-14—-National Display Week. 

Sept. 13—126th Anniversary writing 
of Star Spangled Banner. 

Sept. 14—National Felt Hat Day. 

Sept. 15-21— National Advertised 

Brands Week. 

Sept. 16-21—National Retail Demon- 
stration. Constitution Week. 

Sept. 22—AUTUMN BEGINS. 

Sept. 28—College football 
opens. 

Sept. 29—Daylight Saving Time ends. 


season 
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A GROWN-UP 


NO sand-box playroom atmosphere characterizes the 
Juvenile Shoe Store, 807 LaSalle Ave., Minneapolis, 
Minn., one of the most successful specialized trade shops 
in the northwest. 

There is to be found in this shop, instead, simple 
furnishings—an almost adult atmosphere, though de- 
signed for serving children from “tots to teens”—and a 
quiet uncrowded air. 

Established in 1931, a year more noted for businesses 
going out than coming in, the Juvenile Shoe Store, 
under its owner and operator, F. E. Charles, found solid 
footing from its first month and a steady annual growth 
crowned in 1939 by a profitable volume triple that of 
its opening year. 

The shop features a “grown-up” approach to the 
infant-juvenile trade and has made capital of the pre- 
vious experience of Mr. Charles as an expert children’s 
shoe man, a specialist in fitting. The shop has developed 
a reputation second to none as expert children’s fitters 
under Mr. Charles’ guidance. For a number of years 
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A small but well-directed advertising budget 
devoted to ads like these, used in a local 
magazine, has brought a steady flow of 
children’s business to the Charles’ store. 
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CHILDREN 


Opinions Differ as to the Set-Up of a Juvenile 


Shoe Business but F. E. Charles, of Minneapo- 
lis, Minn., Successfully Features an Adult Ap- 
proach to His Children’s Trade 


before entering business for himself, Mr. Charles was 
engaged in doing corrective fitting at a crippled chil- 
dren’s hospital. He established his shop with the view 
of stressing preventive fitting, of keeping healthy young 
feet healthy, and, at the same time, to carry on his work 
of corrective fitting which constitutes about 10 per cent 
of his volume today. 

Mr. Charles and his employees, all trained by himself 
to utilize his own methods, employ no secret technique 
in fitting. “We use no X-ray machine which shows only 

[TURN TO PAGE 35, PLEASE] 
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Lambert Phot 0 


It is no wonder that the demand for men’s shoes with Kistler 
BENCH BRAND Leather Soles is great as it is. They are styled 
right—and priced right—to meet the needs of a wide, diversified 
market, and give dealers rapid-retailing numbers at the wanted 
mark-up. There’s no doubt about your ability to make money when 
you “Get Into The Swim”. 


KISTLER “BENCH BRAND” SOLE LEATHER 


is not just good sole leather. It is a brand above, and apart, in every 
quality degree. Naturally it costs a little more than ordinary sole 
leather, but it is such a little more, its price doesn’t enter into a 
choice. Look at the extra sales appeal you have in shoes bottomed 
with it. Actually, it gives you a great break, because sales increase 
and profits rise when your customers find they are getting out- 
standing outsole value. 





Men's shoes bottomed with Kistler 
BENCH BRAND Sole Leather retail 
at popular prices. 
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Was 


MR. Green is a successful shoe manufac- 


turer and knows the value of good publicity. 


BUT, last August Mr. Green was up in 


Michigan enjoying a well earned fishing vacation 
when advertising forms were being closed for 
Boot and Shoe Recorder’s Semi-Annual Issue 
in connection with the Official Opening of 
American Leathers and Styles Conference for 
Spring, 1940. 


RESULT was, this splendid Recorder 


was distributed throughout the entire trade with 
no advertisement from Mr. Green’s Company 


appearing within its covers. 
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Face Red! 


MR. Green’s dealers were disap- 
pointed at not seeing one of their varied 
lines featured in the Recorder and his 
salesmen were as sore as the guy who 


misses the last train to suburbia. 


And, 
was 
Mr. 
Green’s 


face 


RED! 


0. September 7th, 1940 Boot and Shoe Recorder will 
publish its glamorous Semi-Annual Issue featuring the Official 
Opening of American Leathers and Spring Styles Conference 
for 1941, and offering “A Constructive Program for the Entire 


Industry.”’ Mr. Green has already reserved his space in that issue. 








“Back te School” promotions will soon be in full swing. Novelty oxfords 
of the general type worn by this young girl will be in demand for wear 
with “date” dresses and other informal costumes. 





Fall Play Shoes Hit Their Stride 


[CONTINUED FROM PAGE 19] 


done by emphasizing the importance of 
formal Fall fashions. Black will prob- 
ably be 80 odd per cent of the Fall 
business, but there are innumerable 
styles to choose from. There will be 
much interest in ox-blood, teal and 
other shades to go with black Fall cos- 
tumes—-from the simple to important 
afternoon dresses. 

It has been said that play shoes can 
go around the clock, but this is not 
strictly true. There are many occasions 
when a Fall suede, kidskin or grain 
leather, in a more formal or classic pat- 
tern, is essential. Don’t forget that 
fact. Merchandise your shoes with an 
eye to giving patrons a well-balanced 
shoe wardrobe. There will always be 
the basic play shoe types, essentials for 
slacks, sport dresses and tweeds, to say 
‘nothing of styles for wear at home, but 
there are moments when nothing will 
replace a really formal shoe. 

However, the “parlor, bedroom and 
bath” idea is being carried through by 
many stores. The ones that are doing 
an outstanding job are featuring play 
shoes in special departments with spe- 
cial displays and special promotions. 
Gude’s, Wetherby- Kayser, Jesberg’s 
Walk-Over and Innes, are typical Los 
Angeles shoe stores who have done this. 
Department stores in Los Angeles all 
have their special year-’round casual 
shoe departments. The Broadway-Hol- 
lywood store has an entire side of its 
main shoe department as a permanent 
play shoe section. Similar departments 
are in up-and-coming stores throughout 
the nation. They make buying easy and 
account for many extra pairs. 

Nobby Knit in Beverly Hills, Cal., in- 
stalled a play shoe department primari- 


ly for Summer. M. R. Meyer tells us he 
is going in for Fall play shoes in a big 
way. He finds his patrons prefer them 
to classic types as companions for 
sweaters and skirts, slacks and the new 
“bare-knee” fashions. After all, he rea- 
sons, women want fun and freedom for 
their feet in Winter, too! 

Most all promotions will start with 
the August back-to-college business in 
play shoes. And there is the starting 
point of all business in shoes of this 
type. The enormous demand for back- 
to-school will carry over into Fall and 
Winter. More than ever this year play 
shoes in their new leathers will round 
out the picture and account for the ever- 
important extra pair that makes a 
pleased patron and a permanent profit. 





Report Substantial Gains 


INDIANAPOLIS, IND. — Substantial 
gains in retail shoe trade were recorded 
in practically every shoe store in this 
city last week. Year to year compari- 
sons in both men’s and women’s foot- 
wear showed a marked increase. June 
was one of the best months in several 
years with a decided increase in the 
sales of better merchandise. 

Brown and white combinations, and 
all white shoes with low heels are by 
far the best sellers in women’s shoes. 
White shoes, that for some time were 
considered a fade out and caused buy- 
ers considerable worry are now moving 
very good. Men’s shoes lean to white 
and white combinations in sport styles, 
with rubber soles. 

Sales of more than two pairs are 
common with many purchasers. 
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Stores Join in 
Dollar Day Promotion 


Des MoINes, Iowa—Shoes for a dol- 
lar headlined the two days of Dollar 
Day observed by Des Moines shoe men, 
in co-operation with the city-wide Dol- 
lar Days set aside by all downtown re- 
tailers. 

Following a month of store - wide 
sales, clearances, and rummage sales, 
the sale to end all Summer clearances, 
took the form of a two-day clearance in 
which the shoe men took an active rdéle. 
While several stores lumped odds and 
ends from all high-priced lines in a dol- 
lar grouping, others featured shoes for 
$2, $3 and $5. 

In a successful attempt to bring peo- 
ple downtown to shop, and into the city, 
a landslide of publicity was used. The 
newspapers each contributed a page of 
Dollar Day boosting. Each store ran 
its own advertisements, and blocks were 
sold for pages of cooperative advertis- 
ing. 

Free transportation to the business 
district was offered by the city railway 
company with coupons in the paper en- 
titling the bearer to ride downtown on 
Friday from 9.30 a. m., to 11 a. m.; 
and again from 1 p. m. to 2.30 p. m. 
Street car banners and overhead deco- 
rations helped carry out the Dollar Day 
theme. 





First Styles for Formal 
Evening 


[CONTINUED FROM PAGE 15] 


As to colors, black with a touch of 
gold is always beautiful and elegant. 
We show such a shoe in a cocktail type 
in these illustrations. Gold and silver 
are perenially good, of course. Other 
colors are generally dyed to match a 
gown. Vinylite comes in a range of 
beautiful colors which should fit into 
the general Fall color picture. We show 
Vinylite shoes here in red, green and 
blue, as well as the clear white crystal 
color. 

Extreme novelties—we refer especi- 
ally to heels—are not recommended in 
a season of good taste. We expect such 
a special high style idea as the clear 
plastic heel which fits into the trend to 
plastics and is especially lovely and 
light looking for evening shoes. 

Many heel heights are on the market. 
The very flat heel is still being shown 
in some high style lines and looks as 
smart and classically beautiful as ever. 
If you have ever watched a woman 
walk in such a shoe, you know how 
graceful a carriage it gives her. 

Another novelty—if you can still call 
it so—the platform sole, is still very 
good for certain types of shoes and cer- 
tain treatments. If it carries out the 
trimming detail of the upper it is an 
effective addition to the trimming treat- 
ment. The black cocktail shoe, with gold 
studded platform and heel matching the 
gold trimming on cut-outs and eyelets, 
is a good example of the best kind of 
use of a platform sole. 








OR 
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“ No woman who has known the fitand comfort _ turns and headaches. When made to the right 
of of stretchable shoes, made with “Lastex” yarn, _ standards they bring satisfied customers and 
= would ever be content with the rigid shoe. _ increased profits. 
s- Starting from scratch three years ago, the vol- Insist that the stretchable shoes you buy con- 
- ume of these stretchable shoes has swelled tain only fabrics (made with “Lastex” yarn) 
ay from a trickle to a torrent! For one thing, that conform to the standards set up by the 
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nd stretchable shoes are so perfectly in step with | United States Rubber Company to protect you 
Le the times. When Alfred Vamos utilized the and your customers. 
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0- stretch of “Lastex” yarn to create the stretch- 
ay able shoe, he made the most important contri- 
bution to the steady trend towards health, For models, semples and 
s - prices on all types of shoe 
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... THE MIRACLE YARN THAT MAKES THINGS FIT 





the REG. U.S. PAT. OFF 


An elastic yarn manufactured exclusively by United States Rubber Company, Rockefeller Center, New York City 
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YES, AND BILL IS A 
GOOD MAN. HIS SHOE- 
rHats MAKING EXPERIENCE, 
PRIOR TO ENTERING THE 
BILL BURGER, 
eee cae Se ee oweounsay 
COMPANY'S BROAD AND VALUABLE CON- 
STYLE LEADERS THROUGH- 


STYLE 
sTUDIO. OUT THE INDUSTRY. 


UNITED LAST COMPANY @ s 
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A Grown-Up Store for Children 


[CONTINUED FROM PAGE 28] 


the bones and not the flesh,” Mr. 
Charles explained. “We use our hands 
and our eyes and we never place a shoe 
on a foot if we realize it is the wrong 
size. In making a fitting, we try to 
strike a six months’ average of foot 
growth.” 

One of the most remarkable factors 
in connection with the operation of the 
Juvenile Shoe Store is its high percent- 
age of profitable turnover. Ninety-five 
per cent of the shoes sold are at regu- 
lar mark-up. Because staple lines are 
emphasized there is no need of holding 
numerous clearances and sales. Two 
special events a year enable the store 
to clean its stock. In these sales no 
shoe is sold below its original cost. The 
store turns its stock three to four times 
a year. It carries the same lines and 
staple styles year in and year out, add- 
ing new lines and styles only when they 
offer to fill a real need. High style, for 
its own sake, is anathema. 

Price, of course, has never been em- 
phasized, though prices are popular and 
range from $2 to $6.50. The store 
started, as Mr. Charles explained, with 
“the better type of shoes, nothing but 
welts, and we have stuck mainly to 
this, building the business on quality, 
not price. We handle shoes from the 
first steps to size nine for girls. Cur 
welts run from 8/8 to 12/8 heels. ‘We 
have nothing over a 14/8 heel, in the 
lightweight construction, dressy types, 
and few of these. 

“We are still buying the same styles 
we did nine years ago, styles such as 
boys’ moccasin toe oxfords and chil- 
dren’s white and brown high shoes and 
oxfords. We feature an exclusive moc- 
casin toe Goseling for babies, selling 
some 200 pairs of this a month the year 
round.” 

The Juvenile Shoe Store is geared to 
a repeat business, the baby shoe being 
used to get new customers, and correct 
fit plus quality merchandise being used 
to hold the trade until the subjects have 
“graduated.” 

So well-established is the store and 
such is the customer-confidence that has 
been built up, that mothers often send 
their” youngsters in to be fitted alone, 
depending on Mr. Charles and his as- 
sistants to do the job properly. Word- 
of-mouth advertising of satisfied par- 
ents has done much toward the building 
of this store’s unique trade. The store 
has 18 upholstered chrome chairs in a 
selling area of some 20 by 25 feet, a 
patterned rug on the floor, with only a 
few pictures to relieve the plainness of 
the walls. There are two small display 
windows facing the street, and one open 
display window facing an adjoining 
lobby. This latter window, being open 
at the back, constitutes the only in- 
terior display. The stock, which runs 
between 2000 and 3000 pairs of shoes, 
is kept in the back. 

The shop’s advertising budget is 


small, but it is well-directed. A monthly 
ad is carried in an exclusive country 
club district magazine, The Crier. The 
ad reaches a home-owning class of es- 
tablished purchasing power, and, as a 
rule, appears in a section of the maga- 
zine devoted to notes on children and 
juvenile social activities. 

The type of copy used is divided 
between two approaches. One of these 
approaches can be illustrated by the 
ad which shows two “tots” talking. One 
says to the other, “You can’t play cuz 
your mom says you’re wearing dress-up 
shoes! Get a pair of all-round shoes 
like mine, at Juvenile Shoe Store, 
they’re swell, and look dressed up, too.” 
This is the child talking point of view. 
The second approach employs the store 
talking point of view and is illustrated 
by the following: 

“From the ground up Juvenile Shoe 
Store shoes are made right, made so 
little feet can run and play—and grow 
strong and straight. Healthy feet are 
in store for youngsters who grow up in 
JUVENILE STORE SHOES.” 

In no copy is price ever mentioned, 
with the exception of the twice-a-year 
sales! 

Occasional ads are sometimes taken 
in a parent-teacher association maga- 
zine and the daily papers used for semi- 
annual sales. The total advertising 
cost does not run over $100 a year. A 
practice which has won Mr. Charles 
many friends among youngsters is the 
giving of balloons. He has served out 
some 50,000 of these since he entered 
business for himself. 

Eighty per cent of the Juvenile Shoe 
Store business is in cash; 20 per cent 
in charges. In nine years, there has 
not been over $50 in bad debts, accord- 
ing to Mr. Charles; nor has the store 
had to sell $100 worth of shoes below 
cost price. 

It is a policy of the store, Mr. Charles 
said, to build its own name rather than 
that of any particular line. The store 
name is imprinted in every pair of 
shoes sold. 


Shoe Store Holds Annual Sale 


LAREDO, TEXxX.—Demetrio D. Hachar, 
proprietor of El Sol Del Oriente of this 
city, runs a sale once a year which lasts 
for two or three days. He calls it a 
2-for-1 sale and he gets a large crowd 
each year. 

This year he had an additional large 
crowd and it was necessary to lock the 
doors, allowing only new customers to 
enter as those already inside left the 
store. 

Even with the International Bridge 
closed for the time being, Mr. Hachar 
claims that the sale was going over 
satisfactorily. In past years it has 
been necessary to have police keep the 
crowd in order. 











A national survey shows that 
75% of Health Spot business 
comes from product influence— 
REPEATS, ONE FRIEND 
TELLING ANOTHER, PRE- 
SCRIPTIONS. 


When you combine Health Spot 
Shoes with proper store man- 
agement, the opportunities for 
profit are unlimited. 


You can own a Health Spot Shoe 
Shop on an investment of $3000- 
$5000 (depending on locality). 


Fastest growing group of in- 
dependently owned stores in 
America, operating on one sound 
idea of budget control and stock 
control. 


Merchants who operated family 
shoe stores for years, without 
profit, are now making money in 
their own Health Spot Shoe 
Shops. 


The secret of success is concen- 
tration on one product that 
gives consumer satisfaction, and 
steady profit through a con- 
trolled inventory of best-selling 
numbers. 


You have the advantage of 
monthly window trim ideas at 
no cost, modern promotional 
helps and the identity of a 
nationally established name. 
FREE training school is held 
weekly. 


YOU can own a Health Spot 
Shoe Shop. Write for details 
today! 

MUSEBECK SHOE COMPANY 
DANVILLE ILLINOIS 














Of SHOES 


Fare 





For WAR REFUGEES... 





eBOIN the campaign to collect Barrels of Shoes for War Refugees through the 


shoe stores of America. Next to food, shoes are most necessitous with Winter 


coming soon and millions of men, women and children in dire need. 


Here’s what you can do to help:— 
Instructions 
Make your store a collecting depot. 
Put a barrel in the store and a card in the window. Publicize 
freely. 
Sort shoes so final shipment contains only serviceable, practi- 
cal footwear for children, women and men—rubbers also are 
needed. 
4. Tie up in pairs, wrap in paper or newspapers, pack in the 
barrel securely. 
5. Cooper up head of barrel and strap it up securely for ocean 
shipment. 
6. Send barrel—IMPORTANT—freight prepaid by you to: 
7. Address: British War Relief Society, Inc. 
Freight Entrance 
12 East 58th Street 
New York City 
8. Barrels will be shipped immediately through affiliated distribu- 
tion centers to war refugees abroad. 


Ne 


a 





Barrels of Shoes for War Refugees is a free and voluntary service through shoe 
stores in America, and each participant is expected to pay freight to New York. 
There are no funds for any expenses. Committee: BARRELS OF SHOES FOR 


WAR REFUGEES. Everit B. Terhune, Chairman, 5th Floor. 100 East 42nd Street. 
New York City. 


Send BARRELS OF SHOES FOR WAR REFUGEES 


TO 
BRITISH WAR RELIEF SOCIETY, INC. 
FREIGHT ENTRANCE, 12 EAST 58TH STREET, NEW YORK CITY 

























1508 
Girl's Tan Elk Oxford, 


Black Harness - 
Antique Finish, Red Mot Sole and H 
Goodyear Stitched. 1509—Same 
Metal. 
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Inlays Leather Sole, 11/8 Rubber Ta 

Hebi — Goodyear Stitched. 1691 a 
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OTHER “BEAUTIES” 
IN-STOCK, TOO 


I. just about three weeks’ time, a big parade of the bright- 
est looking girls in the world will be headed down your street. And, if you have 
attractive, gay shoes like these new E-J's, they'll STAMPEDE your store! 










For these girls are as bright as they look, and they know exactly what they want. 
We do too .. . That's what makes E-J Growing Girls’ Shoes such ready and depend- 
able sellers. Mothers approve too, of the way they're made, the way they wear, 
and most important, the way they fit a big family budget. We're certain you'll like 
the way they sell, and the extra Profit too in every pair. 








COPYRIGHT 1940 


ENDICOTT-JOHNSON CORPORATION 


ENDICOTT, NEW YORK 
NEW YORK CITY ST. LOUIS, MISSOURI 









Pattern No. 65734-S 


__SMART- for styling 





Pattern No. 65765-C 


STRONG - for wearing 


There’s more than style back of Mohawks—they’re 
“shoe salesmen” in your store, too! Write for the 


facts on shoe store carpeting. 
moHAwk carpet MILLS, AMSTERDAM, N.Y. 
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Shoe Clinic Provides Complete 


Reconditioning Service 


Although shoe repair departments are often neglected 
or totally disregarded by many shoe retailers and shoe 
departments, one Chicago department store has, over a 
period of years, consistently featured and dramatized 
repair service as an outstanding function of its shoe 
department. A Shoe Clinic, which does everything from 


r-MANDEL’'S 
New Open-Toe . She: 


and Open-Heel 
Cut-Outs 


ADD STYLE TO YOUR 
OLD SHOES 

















Let us give your old shoes the chic of new footwear .with 
smart open- toes and heel oats igu ing cul-out counters 
or any other new fashion detai! 


® Shoes re-shaped longer and wider............. .85c¢ 
* Baby shoes metalized as book-ends............. $2.95 


MANDEL'S SHOE CLINIC FOR EVERY SHOE ILL—FIFTH PLOOR—STATE 


Advertisements of this style have produced excellent 
results for the Shoe Clinic at Mandel’s, Chicago. 


minor repairs to entirely remaking shoes, is located in 
a convenient corner of the regular fifth floor shoe de- 
partment at Mandel’s and receives regular and consis- 
tent space in newspaper advertisements. 

Success of this service lies largely in the wide range 
of unique services offered, which number 70 in all. 
and in the fact that shoe repairing is made an art rather 
than a matter of fact “new soles and heels” job. Rather 
than referring to this service as shoe repair, promotion 
uses such phrases as “restyling,” “make old shoes new,” 
“bring old shoes back to life,” “Shoe surgery restores 
your injured footwear” and “Your Old Shoes will 
Travel Incognito after being Re-Styled at Mandel’s.” 

One of the most popular services is the restyling 
which remakes shoes into current styles, ads stating 
that the department “Will start your old shoes on a 
new fashion career with touches of this season’s latest 
creations.” This includes new soles “to make shoes 
comfortable as lounging slippers,” any of the new heel 
styles, cutting out of open toes and heels, cut-out coun- 
ters and addition of perforations. New trims are also 
added. 

Restoration of shabby shoes is also encouraged 
through steam cleaning featured by such phrases as “It 
Takes Live Steam to Wake up Dull Shoes” and describe- 
the process as “Like a revitalizing steam bath at a 
spa!” which “softens and revitalizes leather shoes, r- 
shapes them to original lines and gives them the beau!) 
of new ones.” 

Foot comfort is also an object of a number of the 
services. Customers are urged to have their shoes re- 
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vamped to relieve pressure on the instep and to have 
their shoes reshaped longer or wider to avoid tight 
shoe distress. An advertisement for this feature early in 
the Summer ran “Warm weather is here, and with it 
swollen feet and tight shoe distress. But you needn’t 


suffer. Just bring your shoes to us. We have an exclu- 


sive process for reshaping your shoes longer or wider 
for quick relief.” One especially clever advertisement 
was entitled “With apologies to Shakespeare We Offer 
‘The Taming of the Shoe,” urging customers to bring 
in any rebellious shoe that pinches, gaps, blisters, or 
hurts the foot. 

Seasonal promotions are also used. For Winter, em- 
phasis is placed on the importance of “Winter soles to 
make old shoes storm proof along with new heels and 
stylings to improve their looks.” 


New Factory Possibility 


Rocuester, N. Y.—Possibility of a new shoe fac- 
tory in Rochester or vicinity were indicated this week. 

Members of one group, which was said to have $50,000 
capital, were making inquiries regarding the rent 
charges for former shoe factory space in Rochester, 
which is now vacant, as well as the chances that one of 
the nearby towns would provide a factory rent free in 
order to gain a new industry. 

Although the capital is modest, a more important 
consideration is the fact that skilled workers in every 
line of shoe making are now available here because of 
the recent closing of the plant of C. P. Ford & Co. 

Also prospects are good. Not only are all Rochester 
shoes factories busier than they have been in many 
months but orders on the books and in sight indicate 
more than seasonal gains. 

Nor is this a purely local condition, since the report 
of the state industrial commissioner shows that shoe 
stores in New York State expanded forces and payrolls 
10 per cent in June, showing increased sales of shoes, 
which will require more production. 

Interest in new factories and the launching of new 
enterprises is always considered an indication that busi- 
ness in the shoe industry is on the upgrade, as expansion 
plans reflect optimism for the future. 


Canadian Shoe Output 


MontrEAL—Leather footwear production in Canada 
in June totaled 1,750,984 pairs as compared with 2,192,- 
983 in May and 1,850,673 in June, 1939, states the 
Dominion Bureau of Statistics. Output during the first 
half of 1940 aggregated 12,725,941 pairs compared with 
11,247,771 in corresponding period of last year. 

Imports of footwear, except rubber, amounted in 
June to 63,729 pairs valued at $89,958 compared with 
54,444 at $83,841 in June, 1939. Exports of Canadian- 
made footwear, exclusive of rubber, totaled 35,665 pairs 
valued at $49,508 compared with 22,458 at $46,930. 
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with an old-fashioned 


FRONT! 


DAY'S CUSTOMERS are very particular—and the 
merchant who tries to stir their interest with old- 
fashioned facilities finds that it just can’t be done! But 
when a distinctive new Kawneer Store Front takes over 
the selling job, it’s a much different story. 


Thanks to its up-to-date beauty amd unusual appeal, a 
Kawneer Store Front really gets action from the people 
with money to buy. For Kawneer’s rustless metal en- 
trance doors, concealed awning bars, lustrous Aluminum 
and colorful Porcelain Enamel Facing attract and hold 
the public's attention. And the sash which hold the 
show window glass in an almost human grip prevent 
breakage and save money for you, too. Investigate today! 


WRITE KQWNC@f*- THE 


ORIGINAL STORE FRONT PEOPLE 

















i The Kawneer Company, Niles, Michigan | 
| Please send ILLUSTRATED BOOKLET on | 
| effective new Kawneer Store Fronts. 8-840 , 
| NAME De oe 
| ADDRESS ; SS | 
CITY __STATE_ pementetrenes_D 
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THEY COME BACK FOR 
SHOES -NOT WITH 
THEM 






1 “Like every shoe retailer, I always have 

" had a certain number of customers re- 
turn. But there was a time when too many 
of them came back — with complaints on 
how one sole had given out while the other 
was still good, or got ragged at the edge and 
made a messy appearance.” 










eS 






4 “Those pictures ex- 
* plain better than 
words why I swear by 
England Walton ‘Fibre- 


“Then I caught wise to E W ‘Fibre-Sorted’ Soles. At Sorted’ Soles. And I see 


® England Walton, sorters have been trained to know the in- proof of it every day, in 
ternal fibre structure of leather. They know that if a sole with the fact that my customers 
loose fibre structure is mated with one that is tightly fibered, come back, empty-handed, 


for more shoes, rather 
than laden down with old 
shoes and complaints! 


5 “EW Fibre-Sorting 
* makes a very good 
sales point, and EW ‘Fi- 
bre-Sorted’ Soles make 
shoes stay sold.” 


England Walton Division A. C. Lawrence Leather Co. 


“ . : ; : Boston, Camden, Peabody, New York, St. Louis, Columbus, 
3 These pictures, taken with polarized light, reveal how the Chien, Bilwedkos’ reflon ty i shian 4, Ky. 


* strain-lines vary in un-matched soles es the type Newport, Tenn., Hazelwood, N. C. 
of sorting that occurs when E W skill is not equalled.’ CUT SOLES and SOLE LEATHER - PURE OAK BARK TANNED 


ENGLAND WALTON/“%<SOLES 


MAKE @2RMOVES BeaYyY $2... 


one will break down under wear long before the other.” 
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SHOE TRADE 


THIS WEEK IN THE 
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Saturday, AUGUST 17, 1940 National News 
Shoe Men Study Cancellations and Returns Shoe Production 
tte Down in June 
WASHINGTON, D. C.—The monthly 


Manufacturers Co-operate in Survey for Calendar Year 1939, 
Revealing an Average of 2.6 Per Cent of Sales. Per- 
centage for Women’s Novelty Footwear 


Slightly Higher than for Group 


Boston, Mass. — Twenty-eight shoe 
manufacturer members of the Customer 
Adjustment Bureau of the New Eng- 
land Shoe and Leather Association, 
who cooperated in a survey of cancella- 
tions and returns of new and worn 
shoes, report that these cancellations 
and returns average 2.6 per cent of 
sales. In pairs these sales total over 
20,000,000. Their dollar value was over 
$23,000,000. This means that about 
500,000 pairs of shoes, with a sales 
value of approximately $881,000, came 
back. The period covered in the sur- 
vey was the calendar year of 1939. 

Included in the 28 manufacturers 
participating in the survey were 18 
manufacturers of women’s novelty foot- 
wear selling to the volume trade, in 
which classification the average of re- 
turns was slighter higher than for the 
group as a whole, being 2.9 per cent. 

A second survey, covering the period 
from January through May of this year 
showed little change in these averages. 
The percentage of returns among the 
women’s novelty shoe manufacturers 
was unchanged; that of the group as a 
whole increased from 2.6 per cent for 
19389 to 2.7 per cent for the shorter 
period this year. 

“It is interesting to note,” states 
Maxwell Field, Executive Secretary of 
the New England Shoe and Leather 
Association and Manager of the Cus- 
tomer Adjustment Bureau, “that the 
percentages of cancellations and re- 
turns to sales varied from 1.4 per cent 
to 9.9 per cent for each member, with 
many percentages of 3-5 per cent 





Dates to Remember 


Monthly Showing Chicago Shoe Trav- 
elers Association, Morrison Hotel, 
Chicago, Ill.......... August 26, 27, 1940 

Monthly Shoe Fair, Michigan Shoe 
Travelers Association, Hotel Stat- 
ler, Detroit, Mich....September 9, 1940 

National Men’s Shoe Week 

September 14-21, 1940 

Official Opening of American Leathers 
and Style Conference for Spring, 
we. Waldorf-Astoria Hotel, New 


eae September 16, 17, 1940 
National Shoe Fair, Hotel Stevens, Chi- 
cago, Ill......... January 6, 7, 8, 9, 1941 


Michigan Annual Shoe Fair, Michigan 
Retail Shoe Dealers Association, 
Hotel Statler, Detroit, Mich. 

January 12, 13, 14, 1941 

Charlotte Shoe Show, Hotel Char- 
lotte and Hotel Selwyn, Charlotte, 
yt Sa January 12, 13, 14, 1941 

Joint Annual Convention Southwest- 
ern Shoe Travelers Association and 
Texas - Oklahoma Shoe Retailers, 
Hotel Adolphus, Dallas, Texas. 

January 12, 13, 14, 15, 1941 





reported. The majority of members 
reported that three-fourths of their re- 
turns were unjustified and that major- 
ity of their returns were worn shoes. 
The principal reasons given by buyers 
for returns and cancellations were, in 
this order: Late delivery; defect in 
manufacture; damaged shoes; wrong 
material or color; not like sample. 
“The Customer Adjustment Bureau 
[TURN TO PAGE 44, PLEASE] 


report by the Department of Com- 
merce, Bureau of the Census on Pro- 
duction of Boots, Shoes and Slippers 
Other Than Rubber, for June, 1940, 
has been released. The report shows a 
total production of all kinds of foot- 
wear of 27,585,848 pairs, a decrease of 
6.4 per cent from the figure for May, 


PRODUCTION OF BOOTS, SHOES, AND 
SLIPPERS, OTHER THAN RUBBER 


LIONS 
n 
Pa JUNE 1940 
eo 





clelaiglalalalgialslelal 


1940, and a decrease of 14.6 per cent 
from the figure for June, 1939. 

Production of men’s shoes for June, 
1940, amounted to 6,923,841 pairs, 
compared with 7,419,064 for the pre- 
vious month and 7,929,214 for the pre- 
vious year. Production of men’s shoes 
for the months January through June 
decreased from 650,833,745 pairs in 
1939 to 48,345,831 in 1940. 

Production of youths’ and boys’ shoes 
for June, 1940, was 1,229,742 pairs, an 
increase over the May figure of 1,160- 

[TURN TO PAGE 52, PLEASE] 
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Shoe Dealers Sponsor Training Course 





Detroit Merchants Cooperate with Wayne University to Offer 
Course to Beginners in Shoe Salesmanship. First 
Meeting to be Held August 19 


Detroit, Micu.—A project long =r- 
permost in the minds of many of De- 
troit’s leading shoe merchants and 
which received serious consideration at 
the last annual show of the Detroit 
Retail Shoe Dealers Association last 
Winter, is about to materialize. 
Through the facilities of Wayne Uni- 
versity, local shoe dealers in coopera- 
tion with the university are sponsor- 
ing a course in practical shoe fitting, 
beginning Monday, Aug. 19. Classes 
will be under the direction of Lucille 
Knight, supervisor of administrative 
education of Wayne University for the 
Detroit area. 

The course is intended primarily for 
the new or part-time employee who 
needs training, and is open to both 
men and women, entirely without 
charge. The course does not apply to 
regularly employed shoe men, but is 
designed as a beginner’s class for 
people inexperienced in shoe fitting, in- 
troducing them briefly to the situations 
they will meet when they enter the 
shoe business. To be eligible to take 
this course the entrant must have a 
definite promise of temporary or full- 
time employment selling shoes this 
Fall or must be at the present time a 
part-time salesman who feels the need 
of the course and has not had specific 
training. It will be necessary to pre- 
sent some identification from the store 
indicating a connection with that store, 
either at present or at some future 
time. 

Recognizing that good salesmen are 
going to be more difficult to find this 
Fall than in the past because of the 
National Defense Program, the Depart- 
ment of Business Administration of 
Wayne University is offering this op- 
portunity to aid retail merchants in 
securing more efficient help. 

The course will consist of six meet- 
ings of two hours each from 7 to 9 
p. m. with instruction on “How to Sell 
Shoes.” Six topics will be discussed as 
follows: Aug. 19—The Anatomy of the 
Foot. Aug. 20—Identification of Fa- 
brics and Leathers Used in Shoes. 
Aug. 22—The Construction of the Shoe. 
Aug. 26—Shoe Styles and Fashions for 
the Fall of 1940. Aug. 27—Salesman- 
ship Technique Applied to Shoe Selling. 
At the last meeting, Aug. 29—Selling 
Hints from Expert Salesmen—a panel 
discussion will be conducted by Louis 
Decker, Charles Hilliar and Leslie 
Winkler, assistant buyers and instruc- 
tors from local shoe stores. Also co- 
operating on this course are Walter 
LeBran, of the orthopedic department 
of The R. H. Fyfe Co.; Joseph Good- 
man, manager of Russek’s, and Walter 
McGee, manager of a shoe department 
at Crowley-Milner’s. 


While in the beginning the course is 
devoted to a basic study of shoe fitting 
for beginners, it is anticipated that it 
will lead to the establishment of ad- 
vance classes and more advanced in- 
struction for people already engaged in 
the shoe business. Students who at- 
tend all six meetings will be given a 
Certificate Achievement to show that 
they have satisfactorily completed the 
course, and a duplicate record of the 
certificate will be sent to the store 
which the student represents. 

Classes will be held at the High 
School of Commerce, room 164, Second 
and Grand River—a branch of Wayne 
University. 





Hold Successful Monthly Fair 


Detroit, Micu.—The first Monthly 
Shoe Fair of the Fall season, of the 


Michigan Shoe Travelers, held on 
August 5, was declared by all an out- 
standing success. Thirty-five exhibitors 
were in attendance showing many 
well-known lines. Every exhibitor was 
eager to sign up for the next monthly 
showing, on September 9, even the new 
ones who attended for the first time, 
so well pleased were they with the re- 
sults of the showing. 

According to the buying at the 
Monthly Fair, black is still the out- 
standing color in ladies’ footwear, said 
Sam Kane, chairman. In men’s style 
shoes, the tan bootmaker is the pre- 
dominating color. 

On Monday, September 9, the second 
Fall Monthly Shoe Fair of the Michi- 
gan Shoe Travelers will be held at the 
Statler Hotel, Detroit. At an exhibi- 
tors’ meeting just held it was decided 
to appoint the same committee in 
charge of this showing who had so 
successfully handled the show just 
closed. The committee is composed of 
Sam Kane, chairman; Dave Brown 
and Herman Schwartz. An additional 
member appointed to the committee 
was Sam Weiss. 





Buffalo Retailers Aid Recruiting Drive 





Benjamin Etkin, center, president of the Greater Buffalo Shoe Retailers’ Asso- 
ciation, receives his enlistment poster from Sergeant William Stewart, left, of the 
U. S. Army Recruiting Station in Buffalo, and H. J. Deters, business manager of 


the Association, right. 


BurFraLo, N. Y.—The Greater Buffalo 
Shoe Retailers’ Association, through 
its president, Benjamin Etkin, and 
business manager, H. J. Deters, was 
the first of the local business organiza- 
tions to swing its members into line 
with the recruiting drive of the Regular 
Army in Buffalo. Mr. Deters called at 
the Regular Army Recruiting Office, re- 
cently, and secured a large number of 
enlistment posters which he distributed 
to members of the association for dis- 
play in their show windows. The first 
shoe retailer to hang up one of the 
posters was the president of the as- 


The poster was displayed in Mr. Etkin’s store window. 


sociation, Benjamin Etkin. He secured 
the poster from Mr. Deters and Ser 
geant William Stewart of the Regula) 
Army. 

“I feel that we should do everything 
we can to help the regular army secur: 
the number of recruits in the Buffal 
area which will result in the countr 
securing the full number authorized b: 
Congress —- 400,000 officers and men, 
said President Etkin. 

Sergeant Stewart explained th: 
many vacancies now exist in the regula 
army because of the expansion of t! 
regular forces. 
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“GOT anything TO CURE 
A NAGGING HUSBAND?” 











LN yA 
Sit 











“All right, call me a tightwad!” Joe said, hot under the col- Edna stormed in on Mr. Chester. “You've got to do some- 
lar. “But darn it, Edna, I don’t think you're getting your’ - thing about these heels—or I'll be a divorced woman,” she 
money’s worth. You bought those shoes three weeks ago—and barked. “My husband's hopping mad about the way they 
already those heels look like you climbed the Alps in them. scuffed!” Mr. Chester eyed them. “They're pretty badly 
I'd take ’em back and let those guys know they can’t pawn off chewed up. You probably did it driving your car. You should 
shoes with cheap heels like that!” have taken those pumps I showed you with Scuffless heels!" 

















“What's that— you mean you've got heels that won't scuff?” “Looky, Honey Pie,” Edna said, teasing her husband. “What, 
“Sure. I showed them to you!” Mr. Chester reminded her. another pair? Well, I hope these wear longer than the last 
“Now, take these for instance—you don’t have to worry about ones!” Edna beamed, “Oh, these will—they've Scuffless heels 
curbs, concrete steps or sidewalk cracks, they'll still look I've already had them three weeks and they still look new.” 
new. They're covered with Du Pont Scuffless PYRAHEEL.” “Gee, Edna, you're a whiz. Sure is great to have a wife that's 
“Wrap ‘em up,” she told him, “and the next time don’t show practical!” “Yes,” Edna thought, “and it’s great to have a 
me anything that doesn’t have Scuffless heels!” shoe salesman who knows how to please husbands, too!" 


Tell your manufacturer you want Du Pont Scuffiess “pyranem~ plastic heel covering on your shoes, too. 


Visit the Du Pont “Wonder World of Chemistry” Exhibits at the 
PYRAHEEL New York World’s Fair and on the Boardwalk at Atlantic City 
wv. 2 REG. U. S. PAT. OFF. 


l. DU PONT DE NEMOURS & CO (INC,) PLASTICS DEPARTMENT, ARLINGTON, NEW JERSEY 
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SAY, GIRLS! DON'T FORGET 
OUR DATE WITH THE NEW 


WINTHROP LEISURE SHOES 
ON PAGE 162 OF SEPTEMBER ESQUIRE 









“Seddie tan 
© Buffalo moc- 
casin. Leather 
sole and heel. 


KLOMP 

Beechnut brown 
moccasin. Half 
double sole, 
leather heel. 


RAMPATAN 

Harlem tan 
.moccasin. Mold- 
ed airwedge 
rubber sole. 


You talk about lines and style! Whether you're referring 

to the new Winthrop Leisure Shoes shown above or the 

lovely harem girls, you've got a mighty good subject for 

discussion. For other Winthrop styles of the 1940-41 

Fall and Winter season, write today for the new catalogue. 
IN STOCK... Sizes 6 to 12... Widths A te D 


| (Klomps: Narrows and Wides) $3.50... Terms: 5% 30 days 
aia «Prices subject to change without notice 


WINTHROP SHOE COMPANY. Division: Internationel Shoe Company SAINT LOUIS 
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Study Cancellations 


[CONTINUED FROM PAGE 41] 


was formed two years ago by leading 
New England shoe manufacturers as 
a practical step to improve relations 
between buyers and sellers by render- 
ing assistance in removing causes for 
disputes between the buyer and seller 
and in adjusting disputes which may 
arise. 

“To aid in the matter of unjustified 
cancellations of orders and returns of 
new or worn shoes, provision is made 
for the report to the bureau by mem- 
bers of returns and cancellations, and 
the customer’s reasons therefor. Com- 
piled reports on particular accounts are 
available to members of the bureau on 
application. 

“To facilitate the adjustment of 
trade disputes between members and 
their customers or buyers in the indus- 
try, the bureau provides an arbitration 
service. The use of a meeting room 
and the services of a stenographer are 
furnished free by the association in the 
conduct of an arbitration case. 

“Results achieved by the bureau have 
already proven the need and value of 
such a service and the bureau’s efforts 
have the endorsement of all leading 
shoe manufacturers and buyers.” 





Syracuse Shoe Men’s 
Preference for Convention 


ROCHESTER, N. Y.—Replies so far re- 
ceived by Ernest R. Park, president of 
the New York State Shoe Retailers 
Association, to a question sent asso- 
ciate members asking them to state 
their preferences concerning the time 
and place for holding the annual state 
convention favor Syracuse—and June. 

Said Mr. Park: “Traveling sales- 
men for shoe manufacturers, to whom 
the letter was sent, comment on the 
fact that attendance was large at the 
last meeting and that sales were made 
by them. 

“Some of them spoke especially re- 
garding shoe retailers who could not 
get away from their stores for more 
than one day at that time of the year, 
yet they were able to go to the cen- 
trally located city of Syracuse for a 
day—which was Sunday—and they 
were back on the job in their stores the 
following day. Others who could stay 
longer did so, some of these salesmen 
said, and everybody was satisfied.” 





Correction on 
Goodrich Caption 

In our August 3rd issue, page 38 
the caption describing a Shuglov over 
shoe read incorrectly as follows: A 
Shuglov from the Footwear Division o 
the Hood Rubber Co. This captio: 
should be corrected to read as follows 
A Shuglov from the Goodrich Footwea 
Division, Watertown, Mass. 








BO 


alw 
mes 
tim 
livis 
shoe 
lore 
typ 
effe 
wea 
but 
thot 
thei 
Ir 
shoe 
back 
sori 
In | 
feat 
pop 
ity | 
is tr 
nity 
men 
ness 
in tl 
shop 
such 
hom 
tivel 
holst 
secti 
atmo 
thro 
ishec 
used 
upho 
whic 
and 
of th 
is a 
the 1 
cover 
the v 
the J 
plish 
cases 
used 
Th 
come 
phone 
plugg 
tome} 
cial F 
ence 1 
carry 
resem 
ering 
they 





1940 


ling 


ions 
jer- 

for 
lier 
nay 


fied 
; of 
ade 
em- 
and 
om- 


| on 


of 
and 
jus- 
tion 
oom 
are 
the 


lave 
> of 
orts 
ling 


 re- 
t of 
lers 


tate 
ime 
tate 
une. 
les- 
hom 

the 

the 
ade 


Te- 
not 
nore 


cen- 
roa 
they 
the 
stay 
men 


38 
ver 


n o! 
tion 
ws 
yea 





BOOT anp SHOE RECORDER, August 17, 1940 


A Salon for Merchandising 
Better Shoes 
[CONTINUED FROM PAGE 24] 


by salesmen in the shop. The result has 
been an increase in the number of sales 
in the higher priced range, yet at the 
same time there has been no decrease 
in sales at the lower prices. Many 
women, Mr. Joseph points out, operate 
on a strict budget and many of the 
store’s customers are co-eds at North- 
western University whose purchases 
are limited to the $7.75 and $8.75 
groups. There is another group of 
women, however, who do not have bud- 
get limitations and who can trade up 
to $12.75, $16.75 and $18.75 shoes by 
stressing quality, style and originality. 

“Style,” Mr. Joseph states, “does not 
always necessarily mean novelties. It 
means shoes that are in tune with the 
time, with the mood and the tempo of 
living. I believe that in all types of 
shoes we are in for an era of more tai- 
lored, trimmed and more conservative 
types. The war is bound to have an 
effect on women. They are going to 
wear well-styled and attractive clothes 
but they are becoming more sober in 
thought and their clothes, including 
their shoes, will reflect this.” 

In the merchandising of higher priced 
shoes, Mr. Joseph believes setting and 
background along with suitable acces- 
sories or extras in service are essential. 
In his Town and Country Shop which 
features sports shoes and caters to a 
popular priced trade, extreme informal- 
ity prevails. In the Salon the opposite 
is true and extreme formality and dig- 
nity is in vogue as a fitting accomplish- 
ment to higher quality and exclusive- 
ness. The present setting was provided 
in the remodeling, which has given the 
shop an air of a charming living room, 
such as its customers might have at 
home. Candy-striped wall paper effec- 
tively sets off the apple-green up- 
holstered built-in seats. Functional 
sectioning of the room which creates an 
atmosphere of intimacy is achieved 
through display cases of smoothly pol- 
ished natural oak, which is the wood 
used throughout the shop. Settees are 
upholstered in vari-toned Roman stripes 
which harmonize with the wall paper 
and with the soft-toned plaid covering 
of the occasional chairs. The carpeting 
is a rich chocolate brown boucle, and 
the fitting stools, which are similarly 
covered, become an integrate part of 
the whole scheme. Adequate display of 
the Joseph handbag collection is accom- 
plished through built-in shelving and 
eases of natural oak, which is similarly 
used for the hosiery department. 

The accessories or extras in service 
come in such features as portable tele- 
phones, which may be conveniently 
plugged in for use wherever the cus- 
tomer is seated in the store. As a spe- 
cial Fall promotion idea and a conveni- 
ence to customers, the shop is providing 
carry-out boxes which have handles and 
resemble small suitcases. With a cov- 
ering which looks like a rough tweed, 
they fit in with the Fall scene, and 





| 20 Numbers in Bowling Shoes and 
Oxfords for Men ond Women. To 
retail from $2.50 to $5.00. 











SELL BOWLING SHOES 


Bowling shoes have been sold by sport- 
ing good stores. Now, with fifteen million 
people bowling, the retail shoe merchant 
—close to the customers—today becomes 
the proper outlet for bowling shoes. The 
shoe merchants who have been alert and 
quick to sense this trend are already build- 
ing up a profitable bowling shoe business. 


ATHCO Bowling Shoes will bring you 
new customers, extra sales and more profit. 
They are “in demand" because ATHCO 
Bowling Shoes are made right and priced 
right. And you get a full margin of profit 
on every sale. Send for ATHCO's bowling 


shoe catalog and prices today! 


THE ATHLETIC SHOE COMPANY 


Makers of the famous Rest-Rite Slippers 
930 N. Marshfield Avenue, Chicago 



















BOWLING SHOES 








since they carry the name “Joseph 
Salon Shoes” prominently displayed, 
serve as an excellent advertising me- 
dium. 





Levor Enters Spring Colors 
In Crushed and Suede Kid 


New York—Making a significant de- 
parture from nearly a quarter of a 
century of specialization in whites, G. 
Levor & Co., Inc., now presents two 
complete colored kid lines for Spring 
1941, 

As noted some time ago in these col- 
umns, G. Levor & Co., principals, ac- 


quired the former Lucius Beebe plant 
at Bristol, Pa., and organized the Tan- 
Art Co., Inc., for the production of kid 
suede in black and colors. John Leech, 
recognized for his craftsmanship as a 
suede tanner, is in charge of this plant. 
Through Tan-Art kid suede, Levor 
brought out a line of colors for Fall, 
1940, and now is developing a wider 
range for the Winter resort and Spring 
seasons. 

In addition, Mello-Crush, which has 
been highly successful in white, is this 
season being produced at one of the 
Levor Gloversville plants in black and 
the most favored colors for the Spring 
1941 season. 
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Custom Built Shoes 
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Remodeling Store Fronts 


MILWAUKEE, Wis.—Remodeling op- 
erations are under way on the fronts 
of two local downtown women’s shops 
here. Approximately $6,000 is being 
expended to place a buff limestone and 
bronze front on Reel’s, while a similar 
sum is being spent to remove the metal 
cornice work above the front of Emma 
Lange-Smartwear, Inc., and rebuild 
with stone. Both shops operate 
women’s shoe departments. 
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U. S. Rubber Sales Up 

New York—The best first half- 
year’s sales in the past 21 years was 
reported today by United States Rub- 
ber Company, when its report to stock- 
holders, covering the first six months 
of 1940, was made public by F. B. 
Davis, Jr., chairman and president of 
the company. Sales for the six months 
were $109,782,572—an increase of $21,- 
433,524 or 24 per cent greater than for 
the same period in 1939. 

An increase of 22 per cent in net 
income before provision for income 
taxes and adjustments was indicated, 
when this figure was reported at $7,- 
001,117—as compared with $5,729,644 
for the like period last year. 

This year, however, in the first six 
months, the company deducted $437,345 
loss on the sale of its former general 
office building—a non-recurring ex- 
pense—and provided for Federal in- 
come taxes and foreign income taxes a 
sum more than double that of the 
equivalent period last year. This year 
$1,436,597 was provided for Federal 
income taxes—as against $1,033,496 in 
the first six months of 1939. Also set 
aside was $847,330 for foreign income 
taxes—compared with $25,605 in the 
like period last year. This provision 
included $165,432 in war defense taxes 
assessed in 1940 retroactively against 
1939 income by the Government of the 
Netherlands East Indies—where the 
company has its plantation properties. 

Earnings per share amounted to 
$1.19 before the loss on the general of- 
fice building. Direct taxes during the 
half year totaled $12,644,000, including 
$6,916,000 of Federal excise taxes on 
tires and tubes, $1,436,000 of Federal 
income taxes and $1,220,000 of social 
security taxes. In addition, $366,000 
was deducted from the salaries and 
wages of employees for required social 
security payments to the Federal and 
State governments. Net income for the 
period stood at $4,234,239, compared 
with $4,465,397 in 1939—or $.94 per 
common share in 1940, compared with 
$1.18 in 1939. 

Discussing the international situation 
in its relation to company earnings, 
Mr. Davis said: 

“Since the time your company started 
reporting its earnings on a fully con- 
solidated basis, there has been no need 
to indicate separately the earnings 
from Plantations, but due to the pres- 
ent international situation, it would 
seem proper at this time to mention 
that of the net consolidated earnings 
of $4,234,239 there was derived from 
Plantations’ net earnings of $1,029,- 
788.” 

The company’s earned surplus on 
June 30, 1940, was $7,556,368, after 
payment of full current dividends on 
the 8 per cent non-cumulative pre- 
ferred stock to that date. 

Mr. Davis, in his report, also noted 
that during the past six months a total 
of eight subsidiary corporations were 
liquidated. Most of the liquidated com- 
panies had been acquired when United 











Juvenile Buyers! 


REPLACE LOST CUSTOMERS 
THIS WAY ! 


Every week some of your regu- 
lar customers graduate to adult 
sizes. And—every week as 
many youngsters step from 
Mrs. Day’s ideal Soft Soles 
right into juvenile departments 
where Mrs. Day’s Fiexible 
Walking Shoes are sold. 


The reputation for dependabil- 
ity and value established by 
Mrs. Day’s ideal Baby Shoes 
brings many a new customer to 
the juvenile department which 
features Mrs. Day’s Fiexible 
Walking Shoes —replaces the 
customers lost to adult depart- 
ments. For complete informa- 
tion on this certain way of 
maintaining your annual sales 
volume—write 


MRS. DAY'S 


IDEAL BABY SHOE CO. 
DANVERS, MASS. 





























States Rubber Company bought the 
assets of the Fisk Rubber Corporation 
in December of last year. One company 
liquidated, but not included in the Fisk 
transaction, was the Gillette Rubber 
Company. This company was liquidated 
early this year, after the remaining 
minority interest had been acquired. 





Golden Joins 
Derman Shoe Co. 


Rocuester, N. H.—Samuel ™M 
Golden, who resigned recently as pu! 
chasing agent for the Hubbard Sho 
Co., Rindgemere division, has becom 
associated with the Derman Shoe Co. 
in Milford, Mass. 











BOC 


first 
then 
“] 
prec 
fait! 
rial 
in t 
pan; 


and 
nity 


Pet 


part 
will 
den 
mor 
with 
Pott 
“FT 
ferr 
ciate 
of fi 
lines 
its ¢ 
man 
term 
he | 
Dool 
anal 
knev 
call 
not | 
of ti 
wore 
surp 
requ 
him. 
mere 
admi 
ality 
yond 
time! 
mere 
all 
made 
than 


Coun 
is s 
with 

of C 
New 


Th 
1940, 














the 
tion 
any 
‘isk 
ber 
ated 
ling 


yu! 

sho 

om 
Co. 


BOOT ano SHOE RECORDER, August 17, 1940 


Obituaries 


Joseph P. Hickey Dies 


New York—Joseph P. Hickey, sales 
manager for Morse & Rogers, was 
stricken with a heart attack and died 
suddenly Wednesday evening of last 
week while on vacation with his family 
in Maine. Mr. Hickey left the office of 
Morse & Rogers at Duane and Hudson 
Streets in his usual good health and 
vigor as he departed for his vacation. 

He was associated with the company 
for over thirty years, starting at the 
bottom when a boy, working his way up 
first as a highly successful salesman, 
then to the position as sales manager. 

“Unspoiled by authority, he was ap- 
preciative of every confidence and 
faithful to every trust,,” said a memo- 
rial issued by the company. “He found 
in the ideals and policies of the com- 
pany a hospitable mold in which to 
pour the energies of his business life, 
and represented his company with dig- 
nity and fidelity in all his activities.” 


Peter Doolan 


CINCINNATI, O.—The shoe industry, 
particularly the men’s branch of it, 
will be surprised to learn of the sud- 
den death of Peter Doolan, who for 
more than two decades was associated 
with the men’s shoe departments of the 
Potter Shoe Co., of Cincinnati. 

“Pete,” as he was affectionately re- 
ferred to, not only by his fellow asso- 
ciates at Potter’s, but by his vast army 
of friends, possessed a spirit of friend- 
liness and good fellowship which had 
its direct bearing not only among his 
many life-long friends, but was a de- 
termining factor in the way in which 
he made and held customers. Pete 
Doolan was possessed of as keen and 
analytical a mind as one could find. He 
knew his customers by sight, could re- 
call their names even after they had 
not been in the store for a long period 
of time. He could tell what size they 
wore, what last they preferred. His 
surprising knowledge of his customers’ 
requirements was second nature to 
him. Any attempt to eulogize him by 
mere words could add nothing to his 
admirable traits, for Doolan’s person- 
ality and cheery disposition was be- 
yond the power of description. His un- 
timely death leaves a great loss not 
merely to the Potter Shoe Co., but to 
all those shoe representatives who 
made his acquaintance during his more 
than 40 years with this firm. 

He was a member of the Cincinnati 
Council of Knights of Columbus. He 
is survived by his widow, Bessie 
Doolan, and one son, Jack, associated 
with the Metro-Goldwyn-Mayer Studios 
of Culver City, Calif. 








New Tru-Poise Catalog 


The new catalog of Fall and Winter, 
1940, styles of Tru-Poise shoes has 
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been released by Selby Shoe Company, 
Portsmouth, Ohio. This attractive book 
in grey and rose has on its cover a 
calling card—“Tru-Poise Shoes by 
Selby”—as the cover illustration. 

Shoes are shown, two on a page, 
bordered in rose. Facing each page of 
shoe illustration is one showing some 
operation in the making of these shoes, 
photographed within the Tru-Poise fac- 
tory, and the calling card is repeated 
in the upper left hand corner of these 
pages. A page at the back of the book 
is devoted to explaining how Tru-Poise 
shoes help the dealer. 


















The smart modern styling ... new 
“self-locking” Talon fastener. . . 
national advertising ... are reasons 
why the new Modern Miss “ZIP- 
PIES” are way out in front. Let 
them Zip up Your sales and make 
money for you... Many other sales- 
building dress and sport styles to 
retail at $4.00 and $5.00 .. . A let- 
ter or card will bring a Modern 
Miss representative to your store. 


HUTH & JAMES SHOE CO. 









MILWAUKEE 
No. 14021 “ZIPPIES”, ) 
brown “Softie”, 12/8 
heel, viscolized sole de 
and Goodyear Welt 
construction ...$2.55. 








Two weeks’ delivery. 
Order now! 
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Hosiery Colors to 
Match Complexions 


New York—Gordon Hosiery (Brown 
Durrell Company) recently announced 


a series of stocking colors, toned to 
blend with individual complexion tones. 
In working out these colors, they co- 
operated with Helena Rubenstein, and 
have matched the stocking tones to 
powder tones. The new colors are as 
follows: Opalescent, Champagne Rose, 
Bisque, Rachel, Peachbloom, Mau- 
resque, and Rico Tan, each designed to 
complement a different type of skin. 
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Children's Shoes 
Dr. C. A. Haines 
Shoes for Children 
IN STOCK 
ete 
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SUPERIOR SHOE CO., Mfrs. 
608 S. Foorte St. Chicago 
American Shee eburger “ 
ai 'W. Jottersen i, fein e. Columble St 
Detroit. Fort Wayne. Indiana. 
Jayson Shoe Co. . . . Los Angeles, Cal. 
Li hele al ll li let 








Soles and Heels 
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LITHOX CORD SOLES 
AND HEELS 
MARBLE FACE SQUARE CORD 
SHEET SOLING 


NO SPREAD, NO CURL, NO BULGE 


THE LITHOX corp. 
WAPAKONETA, OHIO, U. S&S. A. 

















Boston Club to Hold 
Golf Outing 


Boston, Mass.—The second annual 
golf outing and steak dinnex of The 
210 Associates, Inc., will be held at 
Kernwood Country Club, Salem, Mass., 
Wednesday, Aug. 21. Numerous prizes 
will be awarded the winners of the vari- 
ous golf events. After the tee-off at 
1:00 p. m., a steak dinner will be served 
in the club house at 6:30 p. m. Mem- 
bers have been asked to bring guests 
if they so desire. 
the golf competitions, a special rate of 

Cost of the entire event is $4. For 
those who do not wish to take part in 
$2.50 has been arranged which will 
entitle members to use the other facil- 
ities of the club and partake of the 
steak dinner. A special bus is being 
provided those who lack transportation. 

Nathaniel P. Lyons, of the Saco-Moc 
Shoe Corp., heads the Outing Commit- 
tee and is assisted by T. Kenyon Holly 
of the Holly Shoe Co., and A. S. Burg 
of the A. S. Burg Co., Inc., co-chairman. 
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Educational Guild to 
Resume Meetings 


New YorkK—The Shoemen’s Educa- 
tional Guild will reconvene on the eve- 
ning of Sept. 24 at 8:00 p. m. As in 
the past five years, the lectures will be 
delivered by the Guild’s Educational 
Adviser, Dr. Arthur J. Weissblatt, at 
358 Fifth Avenue, New York City. 

All shoe men who are interested in 
the scientific aspects of shoe fitting are 
invited to attend these meetings, which 
are held the second and fourth Tues- 
day of every month. The 1940-41 ses- 
sion will combine the advanced course 
covering practical application, with the 
elementary course comprising theory so 
that the knowledge acquired may be 
applied immediately by the student 
body. 

For further information, shoe men 
may contact the Educational Director 
at the above address. 





Heads Chiropody Society 


Fort WortH, Tex.—Dr. F. A. Mc- 
Kee, owner of the McKee Shoe and 
Foot Clinic, at 412 Main Street, was 
elected president of the Chiropody So- 
ciety of Texas at the annual convention 
in San Antonio last month. Dr. Mc- 
Kee is one of the oldest shoe men in 
Fort Worth, in point of service, having 
been in the shoe business here for 32 
years, the last 20 years of which he 
has been handling health shoes, and 
operating his foot clinic. 





“Gettin’ Ready” 





Zero weather is a long way off, even 
for Air Corps pilots, who frequently fly 
at extreme altitudes, but Staff Sergeant 
George W. Marshall, in charge of all 
winter flying togs at Randolph Field, 
Texas, already is checking over his sup- 
ply of fur lined flying boots. By mid- 
November he will have nearly a thou- 
sand Flying Cadets to outfit in leather 
suits, gauntlets and boots, for, with the 
the Air Corps, 
pilots will be in 
training at all times at the Texas air- 
drome. 
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Make Your X-Ray Fitting Service 
an Important Part of Their 
Health Protection Program 

Right now, new shoes for school 
are a major problem for most par- 
ents, What an opportunity X-Ray 
Shoe Fitting gives you to tie-in with 
the schools’ program of health and 
safety education! 

X-Ray convinces parents that you 
spare no expense or effort to safe- 
guard their children’s foot health, 
wins their thanks and confidence, 
makes real boosters for your service. 


@ Order your X-Ray 
Shoe Fitter now for 
immediate delivery. 
Liberal E-x-t-e-n-d-e-d 
Terms if you wish. 





X-Ray Shoe Fitter, Inc. 
3533 WN. Palmer Street 

















Holliston Mills 
Ownership Changed 


Boston, Mass.— Announcement has 
been made here of the purchase of all 
the interests of Herbert M. and Hollis 
W. Plimpton in The Holliston Mills, 
Inc., by Thomas B. McCusker, Harold 
E. Shaw, and Charles V. Austin. Mr. 
Shaw has been elected president of this 
group, which includes the East Brain- 
tree Finishing Company, manufacturers 
of shoe cloths and fabrics for the shoe 
trade; and the Holliston Mills prop- 
erties in Norwood, Mass., and in Ten- 
nessee. Mr. Austin has been named 
vice-president and sales manager; and 
Mr. McCusker is treasurer and genera! 
manager. 

Shoe cloths, as heretofore, will be 
sold by Al W. Meier Co., of St. Louis; 
Victor W. Heartel Co., of Chicago; 
J. H. Spiegel, Inc., of New York; Davy 
Textile Co., of Cincinnati; Textik 
Kraft Products Co., of Milwaukee; and 
A. S. Burg Co., Boston. 





Increase Women’s Stock 


OPELIKA, ALA.—The New York Dres 
and Hat Shoppe has expanded its sho: 
department to include a larger stock o° 
ladies’ shoes. Originally the store car- 
ried only a small stock, says H. FP 
Brown, proprietor. 
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The W/C Ski Boot Loop is the 


most effective and practical fit- 
ting devised for Ski Boots. It is 


simple, strong, and safe both 
in design and method of fas- 
tening. Laces ride through the 
loops with minimum friction and 
wear. ... These loops are now 
available to all manufacturers 


who make boots of this type. — 


tion—a sturdy ski-boot 
lace specially designed 
for the Ski Boot Loop. 





UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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Moccasins 





TRAIL MAKER MOCCASINS 
for MEN, WOMEN and CHILDREN 
Best known 


























New Company Making 
Women’s Shoes 


Boston, Mass.—Louis W. Cohen, 
formerly general manager of the M. 
Sibulkin Shoe Company of Manchester, 
N. H., is president and treasurer of the 
newly-organized Elco Shoe Company 
which is about to begin operations at 
791 Tremont Street, this city. Women’s 
novelty shoes to retail at $3 and $4 will 
be made in this factory, which has a 
floor space of about 22,000 square feet. 
Emanuel H. Sulkis, formefy héad of 
his own company at Marlboro, Mass., 
succeeds Mr. Cohen as general factory 
manager of the M. Sibulkin Shoe Com- 
pany. 
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Film Describes New Material 


WILMINGTON, DeL.—A new sound 
motion picture produced by the Du Pont 
Company, tells the story of neoprene, a 
synthetic rubber-like material that is 
being used to replace natural rubber in 
a great many products essential to our 
national well being. This timely 20- 
minute film shows how neoprene is 
made, explains its chemical formula by 
means of animated cartoons, shows in- 
teresting tests of the material, and 
pictures hundreds of applications of 
products made from it. 

The material itself, made from coal, 
limestone, salt and water, can be used 
wherever rubber is used, but has the 
additional advantage of being resistant 
to cracking from sunlight, ozone and 
aging. It will not swell or deteriorate 
rapidly from contact with most vege- 
table or mineral oils and chemicals, nor 
will it soften or harden appreciably 
when exposed to high temperatures. In 


addition, neoprene will not support com- 


bustion. 

Products made from this material are 
being used in the home, in service in- 
dustries and in all producing industries. 
These products include gloves for doc- 
tors, the housewife, the chemist and the 
industrial worker; hose of all types; 
shoe soles and heels, and boots; trans- 
mission and conveyor belting; sink and 
stove mats; sink strainers; protective 
clothing and aprons; gaskets, seals and 
packing; dish scrapers; sheeting; prin- 
ters’ rollers; pistons and valves; tubing; 
printing plates and blankets; packers, 
ram packing, cups and other oil indus- 
try products; industrial rolls; dia- 
phragms; molded goods; wire and cable 
coverings; bulbs, catheters and stomach 
tubes; tank linings; and thousands of 
other resilient products of all types. 

The motion picture telling this story 
is available without charge to any or- 
ganization having available a 16 mm. 
sound projector. Bookings may be ar- 
ranged through Rubber Chemicals Divi- 
sion, E. I. du Pont de Nemours & Com- 
vany, Wilmington, Del. 





American Designer 
Shows Collection 


New York—In a recent presentation 
to the “Working Press,” Germaine 
Monteil showed a selection of Fall- 
Winter clothes which have already been 
favorably received by fashion author- 
ities throughout the country. They 
represented the designer’s own concep- 
tion of the new fashions and the 
clothes which leading stores over the 
country will present to their public just 
before September first. 

Among the highlighted fashions 
were: solid color dresses, with low- 
placed pleats, worn with plaid jackets; 
dresses with side draping; the new yoke 
line, ending in gathers, in both day 
and evening dresses; black wool com- 
bined with satin in new ways; wool 
with velvet, wool with satin, wool with 
contrasting wool and wool with lamé; 
daytime dresses with rhinestones; after- 
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Now Government figures show 15.5% 
decline in infants’ shoe production Jan. 1 
to July 1, 1940. SWEETHEART sales 
are ah , again! 

WHY are SWEETHEARTS actually 
bringing customers profitably to thousands 
of dealers? 

BECAUSE customers want them. 
Every Mother feels irresistibly that 
‘‘Nothing is too good for Baby."’ 

She wants the best shoes she can afford! 

Popular price — national advertising 
creates confidence—pre-welts of outstand- 
ing quality—scientific construction. 

KREIDER’S SWEETHEARTS 
are amazingly successful for sound enduring 


reasons. 
Invest a penny in a postal for details—prices 
—atah literature. 


RETAIL $1 & $1.25 to $1.49 
Sizes 1 to 9—Iin stock. 
Long wearing, 9% to 12 Pre-welts also in 
stock. e 
CHICAGO 


K 
PHILADELPHIA 
Hill Shoe Co. 





Spector Bros. 
N. Y. OFFICE 
47 WwW. «US 





t. 
THE A.$. KREIDER CO., Lebanon, Px. 











noon suits with jet, which can also be 
worn dinner length; suits with tiny 
trimmings of Persian lamb; the dressy 
lavish suit with lamé, with blue fox, 
with Persian lamb, with Stone Martin. 
Especially to be noted were the dia- 
phragm, draping, the long, tied-in torso 
dress, the bosom-length evening jacket. 
Colors included: Matador, a brilliant 
red used by Monteil for many years; 
Amande, a soft green; Cordou, warm 
brown; Acier, steel blue; Navire, navy 
blue; Alphonse Beige, the light warm 
tan of a French poodle; Caramel, espe- 
cially important with black, or with 
gold accessories; Eveque, a rich purple. 
Cosmetics and Eau de Cologne were 
also by Monteil. 


New Gilbert Catalog 


THIENSVILLE, W1s.—The Gilbert Shoe 
Company, makers of the famous KALI- 
STEN-IKS line of shoes for juveniles, 
has just sent their new Fall and Winter 
catalog to the trade. It is pocket size 
with a suede type cover, and the shoes 
illustrated are in their actual colors. 
Factory inspection by X-Ray is illus- 
trated, and the book includes a com- 
plete showing of newspaper mats for 
dealer use, plus display material such 
as window cards and counter signs, 
little novelties for children, and a fine 
series of circulars for the dealer to 
send out with his name imprinted. It is 
a compact showing of this line. 
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Immediate to 10 


138 DUANE ST. 


WEARWELL LEADS AGAIN 


with Misses’ wedges for Fall 
STYLED and PRICED right 


for fast turnover 


In sTOCK 6$@@@45 
day delivery NET 


WEARWELL SHOE CO. 





1242—3 


MISSES’ SIZES 


NEW YORK CITY 









1149—Misses’ patent 
leather one-strap with 
black lizard leather heel 








Style Creators of Juvenile & “Teen Age” Foot 





Stores Selling Early Fall Shoes 


MONTGOMERY, ALA.—First  indica- 
tions of buying trends in Fall shoes in 
Montgomery are that black suede slip- 
ons will be in the lead for women and 
girls, and antiqued brown and tan ties 
with heavier soles than ever before will 
be the men’s and boys’ choice. 

First window promotions began here 
early in August, with Montgomery 
Fair, Vanity, Kaber’s and Jay’s tak- 
ing the lead. By August 15, promo- 
tions were slated to be in full swing, 
as that is the usual date “back-to-col- 
lege” selling is started. Emphasis in 
early selling will naturally fall on the 
school and college boy and girl foot- 
wear, as they will be the earliest shop- 
pers except for a few women who like 
to buy early in order to get a good 
selection. 

Black and brown suede slipons with 
alligator trim and alligator slipons 
with elasticized inset of suede will be 
the choice of the girls, thinks Abe 
Baker, manager of Jay’s, and he has 
bought heavily in these lines. The slip- 
ons will not be built up as high on the 
instep as Spring and Summer favor- 
ites, and fewer open toes will be sold, 
he believes. Pumps, cut low, and made 
of suede with very narrow banding of 
alligator and small alligator bow trim 
on the V-throat are also expected to 


sell in volume at Jay’s. Most of the 
heels are medium. Black is considered 
the leading color, with brown and blue 
as runners-up in the order named. A 
few greens will be sold. Prices will 
range from $6 to $10. 

Vanity Shop is showing black and 
brown suede slipons with both open toe 
and wedge heel, and they believe their 
patrons will demand the wedge heel for 
Winter just as they did for Summer. 
Fewer open toes are also being shown 
here. Kaber’s, which belongs to the 
same chain, is showing similar lines. 
At both places, bags to match are 
featured and pushed as an extra sale. 
Prices at these stores range around $4 
and $5 for their better merchandise. 

Saddle oxfords, volume sellers in the 
Spring, are expected to continue in 
good demand for campus wear. 

“The heavier the sole, the better the 
man’s shoe is going to sell,” predicts 
one Montgomery shoe merchant, who 
has stocked heavily in this type of shoe 
for back-to-college sales. A large per- 
centage of the retail trade asks for the 
heavy sole shoe upon coming into the 
store, he says. Others, when shown 
the heavier weight soles in comparison 
with the lighter soles, will pick the 
heavy ones. The college boys, too, are 
endorsing antiqued surfaces, according 
to this merchant. $6.75 is the favored 
price. 





Dates Set for Michigan Fair 

Detroit, Micu.— With January 
12-14, 1941, definitely set for the hold- 
ing of the Michigan Annual Shoe Fair, 
Michigan Shoe Dealers Association, at 
the Hotel Statler, Detroit, Mich., tenta- 
tive plans are under way toward mak- 
ing this an outstanding shoe fair in 
Michigan. Committees in charge have 
not yet been appointed. 





Stylist Leaves for Hollywood 


New York—Miss Elsye Cohan, shoe 
stylist for Edouard, left for a trip by 
plane from the La Guardia Airport 
August 11 for Hollywood for an ex- 
tended business and pleasure trip. She 
has been connected with Edouard for 
the past twelve years. Miss Cohan 
wore the new transparent slippers 
when she left. 


E. E. Baker Manages 
Department 


Fort WortH, Tex.—E. E. Baker, of 
Tulsa, Oklahoma, is now manager of 
the women’s shoe department at Rudy’s 
Department Store, at 401 Houston 
Street. He succeeds Morris J. Forman, 
who has been transferred to San An- 
gelo, Tex. 





—_— 


expert service.” 





“IT am a salesman in a retail shoe store and 
I am proud of my profession. 


“T study Boot and Shoe Recorder each week 
and it helps me wonderfully in understand- 
ing my lines, and in giving our customers 
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WiiaM IseLin & Co..INc. =: 


Our factoring service makes it possible 
for the shoe executive to devote full time 
to production and selling activities—the 
real source of profits. 


Inquiries invited 


357 Fourth Avenue 
Branch Offices 

LYNCHBURG, VA. GRAND BAPIDS, MICH. 
AUUEUOOTONSSEDSUUGNOOUSENEOOOONOGSSEOUOUONOUSESEOOOOOOOOESEOOOOOOOGESEOOOUOUOOSESEOUOOONEEHEODUOONOONHEIIET: 


BOOT ano SHOE RECORDER, August 17, 1940 


Factors eee 


for Manufacturers 
and Selling Agents 
of Shoes, Leather 
and Allied Products. 


NEW YORK 


LOS ANGELES, CALIF. 
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New England Production 
Lower Than Last Year 


Boston, Mass.—The New England 
shoe states of Massachusetts, New 
Hampshire and Maine had a production 
during June of 8,493,058 pairs, a loss 
of 14 per cent from June, 1939, accord- 
ing to a statement issued by the New 
England Shoe and Leather Association. 
Massachusetts and New Hampshire 
registered losses of 13 and 10 per cent, 
respectively, while the decrease in the 
state of Maine reached 22 per cent. 
New York led all shoe states in produc- 
tion during the month, with Massachu- 
setts in second place. New York’s total 
was 5,024,353 pairs, while that of 
Massachusetts was 4,849,865. 

For the six-month period, January 
through June, the New England states 
produced 68,632,746 pairs, a decrease 
of 9 per cent compared with the same 
period in 1939. Massachusetts’ output 
showed a loss of 11 per cent; New 
Hampshire, 9 per cent; and Maine, 4 
per cent. No state, according to asso- 
ciation figures, showed a production 
gain during the first half of this year 
as compared with the same period a 
year ago. 


Government to Buy 150,000 
Pairs of CCC Shoes 


Boston, Mass.—On Aug. 26, the 
Commanding Officer of the Boston 
Quartermaster Depot will open bids 
calling for the manufacture of 150,000 
pairs of shoes for the Civilian Con- 
servation Corps. These are to be, not 
the regular army service shoes, but the 
so-called “Type E” shoe which has a 
corded rubber sole and uncorded rub- 
ber heel. The shoe, instead of the 
familiar tan of the army service shoe, 
is to be made of black side leather and, 
in other respects, is to measure up to 
specifications as revised to Aug. 6, 1940. 


Michigan Travelers 
Hold Outing 


Detroit, MicH.—On Friday, August 
2, the Michigan Shoe Travelers Club 
held their first Summer outing to Bob- 


Lo Island. The boat left the dock at 
Detroit at 6 P. M. and dinner was 
served on the Island at 7.45 P. M. Due 
to the date of this outing, several of 
the members were away on vacations 
and unable to be present, but there 
were 50 members and their wives in 
attendance. After the dinner the en- 
tire club spent the time in dancing and 
having a good time. All present de- 
clared the affair a very successful 
Summer outing, and voiced their ap- 
preciation to C. E. Armstrong, chair- 
man of the Entertainment Committee, 
who was in full charge of the affair. 


Production Down In June 
[CONTINUED FROM PAGE 41] 


745 and a decrease from the June, 
1939, figure of 1,354,855. There was a 
decrease of 18.3 per cent in the Janu- 
ary through June total from that of 
the previous year. 

Women’s shoe production fell from 
11,044,844 in May of this year to 
9,867,482 in June, as compared with the 
June, 1939, production of 11,806,865. 
Here again there was a decrease of 
12.2 per cent for the January through 
June period 1940 as against the same 
period a year ago. 

Production of misses’ and children’s 
shoes amounted to 2,926,516 for June, 
1940, as against 2,600,537 for May and 
8,622,965 for June, 1939. There was a 
decrease of 11.7 per cent in the Janu- 
ary through June production of these 
shoes from the number produced in the 
same period in 1939. 

The infants’ shoe production figure, 
1,586,080 pairs for June, 1940, was an 
increase over 1,575,332 of a month ago, 
but again a decrease from the produc- 
tion figure—2,037,576 for June, 1939. 
There was a decrease of 15.5 per cent 
in the figures for production during the 
period January through June, com- 
pared with that for January through 
June, 1939. 





Prettiest Feminine Feet Contest 


To promote its store at the New York World’s Fair, Stuart Brooks Red Cross 
Shoes of Metropolitan New York recently conducted a “Prettiest Feminine Feet 


Contest” at the Fair. 


Here B. Fischer, manager of the World’s Fair store, fits 


the three winners, Estelle Kurtz, Sippie Schamber, and Helene Koenig (left to 
right) with Red Cross Shoes. 

The contest was judged by Alice Hughes, fashion columnist of the New York 
Post, Courtenay Marvin, Beauty and Accessory Editor of Screenland and Silver 
Screen Magazines, and Lester Gaba, noted sculptor. 

Several hundred World’s Fair visitors crowded the front of the store, where the 
contest was held. 
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SELL THOSE WINDOW SHOPPERS 


























FALL PRICE TICKETS 


Imprinted Prices on Colorful Seasonal Designs 








be : cp 


“S"—Brown & red wr — Luge 
on deep buff back- tan & green _ 
ground. white background. 


PAVE 

















“vV"——Green & Yei- 
low on white back- 
ground. 


“A" — Orange & 
brown on buff 
background. 


SMOCMNIM DONIAZTWS w« 


TALKING WINDOW S 





Colorful price tickets in 
the popular price denomi- 
nations will dress up your 
displays, and make selling 
easier. Blanktickets,show- 
ing the design only, are 
also available. 

We have in stock a com- 


plete selection of designs 
and color combinations. 


6 Dozen 
$1.10 


12 Dozen 
$2.00 


The size—114” x 254”—is 
large enough to attract the 
eye, and small enough to 
give the shoe prominence. 
The tickets are attached 
neatly to any part of the 
shoe with our Price Ticket 
Clips which are priced at 
$4.00 per gross—$2.25 per 
half gross. 


We will send a circular showing actual samples, at your request. 





a AwWd 


ad Hi 





BOOT & SHOE RECORDER @ MERCHANTS SERVICE @ 209 SO. STATE ST @ CHICAGO, ILLINOIS 








COLORFUL AND EFFECTIVE 
SHOW CARD AND PRICE TICKET 


WRITE FOR DETAILS OF OUR ANNUAL SHOW CARD SERVICE 





SERVICE 


MONTHLY 


CARDS HOLDERS 


BLANK 
TICKETS 





No. | 


$5.00 


12 6 





No. 2 


4.00 


8 4 





No. 3 


3.00 


6 2 








No. 4 





2.25 











4 
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SALESMEN WANTED 


FOR SALE 


WANTED TO PURCHASE 








SIDE LINE SALESMEN 
WANTED for territories 
over entire United States to 
sell on commission basis, a 
strong line of in-stock qual- 
ity, style, moccasins. Misses’, 
Boys’, Women’s and Men’s, 
retailing at $2.00. We must 
have complete written infor- 
mation, including present 
connection and territory, ref- 
erences and photo. 
Address 857 care 
BOOT & SHOE RECORDER 
140 Federal Street, Boston, Mass. 











SALESMEN : Texas; ; Arkansas. 
Stitchdowns and Prewelts. Doliar retail to 
Dollar Ninety-five; Case lot 
Make up only; Factory . Strictly com- 
mission basis. Write explaining experience, all 
necessary information. Give list ry accounts 
sold. Address $848, ance Bees S Stee Seceder, 
100 East 42nd Street, New York, N. Y. 


LEADING SHOE STORE SUPPLY HOUSE 
desires full time service of salesman with 
acquaintance and following in Pennsylvania 
(outside of Philadelphia), Delaware, Eastern 
Shore of Maryland. References and qualifica- 
tions to be stated in first letter. Address: Box 
$851, Boot and Shoe Recorder, 56th arid Chest- 
nut Streets, Philadelphia, Pa. 


SALESMEN : New York Wholesaler, selling 
women’s $2.00 novelties and sport; also 
three grades arch supports, wishes to be repre- 
sented in Michigan, Pennsylvania, Ohio and 
Carolinas. Only experienced, successful, sales- 
men will be considered. Give full information 
in first letter. Address $858, care Boot & 
Shoe a a 100 Fast 42nd Street, New 
York, N. 











SIDE LINE SALESMAN WTD. 


OUDOIR SLIPPERS, Beach Sandals, Play 
Shoes offered as side line on Commission 
basis; must have following. Address $852, 
care Boot & Shoe Recorder, 100 East 42nd 
Street, New York, 








LINE WANTED 


SHOE FACTORY LINES WANTED by 

alert, energetic and experienced salesman 
covering all reputable men’s, women’s, and 
children’s factories in and around St. Louis 
and surfounding territories, including Illinois 
and Tennessee. Commission or salary basis con- 
sidered. References furnished upon request. 
Address $854, care Boot & Shoe Recorder, 100 
East 42nd Street, New York, N. Y. 





| Business getter, 


SHOE DEPARTMENT FIXTURES FOR 
SALE: About 70 feet of very fine gumwood 
and walnut shelving: display cases; fitting 
stools; and other shoe department equipment. 
No reasonable offer refused. LILLIAN 
CHARM, INC., 37 EAST STATE STREET. 
TRENTON, N. J. 





ESTABLISHED corrective shoe store with 
good following. High-grade line. Operat 
ing record good. Excellent opportunity for 
man with orthopedic experience who has be- 
tween $4,000 to $6,000 cash. Address 2859, 
care Boot Shoe Recorder, 209 So. State 
Street, Chicago, Il. 





ADIES’ SHOE STORE, within 14 miles of 
Providence, R. I. Established 10 years. 
Doing profitable business. Good reason for 
selling. Address $855, care Boot & Shoe 
Recorder, 140 Federal St., Boston, Mass. 


A®CH-O-SCOPE FOOT INSPECTION and 
Recording Device, Prints arch and elec- 
trically lighted mirrors show arch condition, 
25.00. New Condition. Evans & Schwartz 
Shoe Store, Columbus, Ohio. 








POSITION WANTED 


EW YORK SHOE EXECUTIVE, 21 years’ 
chain store experience. Highest credentials. 
business builder. Personality. 
Address $856. 
100 East 42nd 





appearance. Will go anywhere. 
care Boot & Shoe Recorder, 
Street, New York, N. Y. 


XPERIENCED SALESLADY with large 

Middlewest concern, would like to make 
new connection. Thoroughly familiar with child 
psychology and merchandising of misses and 
children’s shoes. Address $850, care Boot & 
gd Recorder, 209 So. Chicago, 
1. 


DVERTISING MAN, 24, Capable, creative. 

experienced; can operate complete one man 
promotion department, or assist busy manager 
For details, ideas, and copy, write $853, care 
Boot & Shoe Recorder, 100 East 42nd Street, 
New York, N. Y. 








State Street, 








Muse to Operate Own 
Shoe Department 


ATLANTA, GA.—The George Muse 
Clothing Company, which has had its 
ladies’ shoe department under lease to 
Bomar-Rau, Inc., for several years, has 
announced that it will handle this de- 
partment itself in the future. J. C. Mc- 
Bride has been named manager of the 
department, and no changes are antic- 
ipated in the present sales force. 





SHOE STORES WANTED 
FOR CASH 


retailing men's, women’s shoes from $6.50 
and up having short term leases. 
Write in confidence ean 
A. L. BAR 
BARIS SHOE to. INC. 
79-81 Reade St., New York 
unusual references 








Buyers of Surplus Stocks 


We will buy surplus or entire stocks of shoes 
from manufacturers, jobbers or retailers. 





QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 


106 Duane St. New York 
Phone WOrth 2-5377 and 5378 








BUYERS OF 


MANUFACTURERS—RETAILERS 
SURPLUS STOCKS 
We buy for cash surplus or complete shoe stocks. 
Braoded or unbra . Generous prices. 
Write, wire or phone. 
BARSH & CEASAR 
14 8S. Third St. Philadelphia, Pa. 
Phone Market 91 








WEBUY 

Entire or Surplus Wholesale and Retail 
randed Shoes such as 
Florsheim, Enna-Jettick, Vital- 

ity, Arch Preserver, Queen lit, 
tonians, Stetson, Red Cross, Nunn- Bush, Ete. 

IRVIN RUBIN 

“The House of Jobs’’ 
S98 Reade St., Cor. Church 

Phone Barclay 7-7887. New York City 

















Increased Demand for 
Bowling Shoes 


CuicaGco, ILL.—Perforated shoes as 
the newest development in footwear for 
bowling are being featured for the 
coming season by Metz Shoes, which 
does a large business in sports foot- 
wear. The best season in history for 
athletic type footwear and especially 
for bowling is predicted by R. Metz. 
He reports that bowling is becoming 
so great a year-round activity that his 
shop had to feature a special bowling 
window throughout the summer. 








yable in 





cents. For all other classified advertisements the rate is 7 cents per word. 
Sh is desired twelve words should be added for the address. 


ssified advertisements is $5.00 an inch with a maximum of 46 words. 


CLASSIFIED ADVERTISING RATES 
for oe and Lines Wanted” advertisement is 4 cents per word for all undisplayed advertisements. 


Minimum charge, $1.25. 
In all other cases each word of the 


ce. 
page must be in our New York office on Friday of the week preceding publication. “®® 
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Newspaper Material for 
National Men’s Shoe Week 


For years men’s shoe retailers were 
faced with the problem of introducing 
Fall shoes to disinterested men. What 
was there to do? Something should be 
done—must be done. 


| | 


MEN'S SHOE WEEK 


SEPTEMBER [4 to2li 


This emblem, designed by Meyer Both 
Newspaper Service, will be extensively 
used in Men’s Shoe Week advertising. 


A solution was finally attained by 
the creation of a National Men’s Shoe 
Week. During this week, shoe stores 
all over the country emphasize the im- 
portance of the correct style and color 
for every occasion. 

Still one more problem had to be 
overcome. How were the shoe stores 
going to promote this week without 
adequate newspaper promotional mate- 
rial? This time, Meyer Both Company 
cooperated in the solution. 

National Men’s Shoe Week was met 
with immediate approval by Meyer 
Both so they went right ahead and de- 
signed special newspaper promotional 
ads. An officially approved emblem 
was created. This official emblem plus 
the strong selling ads were included 
into two of the widest subscribed syn- 
dicated newspaper mat services in the 
United States, namely, the Meyer Both 
General Newspaper Service and the 
Stanton Super Service. The General 
Newspaper Service is subscribed to by 
2600 daily newspapers and the Stanton 
Super Service is used by more than 
1600 daily and weekly newspapers. 

By making this material available to 
the newspapers, the Meyer Both Com- 
pany is supplying every shoe retailer 
with adequate advertising tools to 
prepare and promote a successful Na- 
tional Men’s Shoe Week. 

Shoe merchants should see their local 
newspapers for the officially approved 
newspaper promotional material on Na- 
tional Men’s Shoe Week. 


To Manage Store 


MILWAUKEE, Wis.—Walter A. Barker, 
formerly assistant manager of the J. C. 
Penney Co. store in Sioux Falls, S. D., 
has been named manager of the firm’s 
Mitchell Street store here, succeeding 
Sid Perry, who has been transferred to 
the Burlington, Ia., Penney store. 
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MEARSY PFPARKING 








Sponsor Fall 
Footwear Promotion 


Detroit, MicH.—Encouraged by the 
success and enthusiasm shown in the 
Spring Footwear Promotion staged by 
the Detroit Retail Shoe Dealers’ Asso- 
ciation, the Association is sponsoring a 
Fall Footwear Promotion along the 
same lines. The Fall program starts 
August 25 with full-page fashion pub- 
licity releases in the three Detroit Sun- 
day newspapers. Daily features will 
follow, continuing for one month. 

This will be the third promotion 
along these lines, the precedent having 
been established by a Style-Week Pro- 
motion last Fall, the results of which 
were so pleasing to shoe merchants that 
they are much enthused over its repeti- 
tion. The Detroit News’ trophy, now in 
the possession of Russek’s as winner in 
the Spring contest for the most out- 
standing ads during the promotion, will 
be awarded to the merchant whose ads 
during the Fall promotion are judged 
the best. 

Glenn E. Buell, of the Fyfe Co., 
president of the Detroit Retail Shoe 
Dealers Association, will serve as 
chairman in charge of the promotion. 


Association Devises Relief 
Shoe Distribution 


BurraLo, N. Y.—Which is better, 
cash for relief clients to permit them 
to buy footwear where they please, or 
vouchers directing them to an author- 
ized shoe retailer who will give them 
expert fitting? 

The question, according to the 
Greater Buffalo Shoe Retailers’ Associ- 
ation, should be considered in light of 
the best interests of the client and also 
in that of the taxpayer. To prove that 
the taxpayer saves when shoes are dis- 
tributed under a voucher system of 
orders, the association has compiled 
the following figures to prove its point: 

In 1939, relief clients received 100,- 
887 pairs of shoes and 34,170 pairs of 
rubbers at a total cost of $166,517.12. 

Under the system then prevailing, 
10 per cent of this sum, or $16,651.71, 
went to the ten shoe stores which dis- 
tributed the shoes and 2 per cent, or 
$3,330.34, went for warehousing ex- 
penses—a total cost of $186,499.17 to 
the taxpayers. 

If these same shoes had been sold at 


Mexican Huaraches 


A Year-Round 
Profit-Maker 
Rapid 
Turnover 





For Sport, House, Work and General Wear 


Only Zapotec Mexican Indians weave by 
hand our sturdy, comfortable, smart looking 
flat heel huarache from strips of steerhide 
leather. Do not confuse this shape-holding 
huarache with similar imitations. Each pair 
has quaint, individual markings. 

SIZES . MEN, WOMEN, BOYS AND 
GIRLS. 

COLOR: Natural beige steerhide 

PRICE: $1.35 per pair net, F.O.B. Hous- 
ton. Due to low price for this quality all 
orders and sample orders are cash or C.O.D. 
Sample pairs on request. Inquiries invited. 





——__—____________ 


~ Don't Delay—Order today 
= Due to demand production limited. 


JOSE IMPORT 


COMPANY 
P. O. Box 2201, Houston, Texas 














the usual retail prices, they would have 
cost $268,806.42 and the rubbers $45,- 
167.99, or a total of $313,974.41. 

A recapitulation of the above figures 
shows that if the same number of shoes 
is distributed in the fiscal year 1940- 
1941 as in 1938-1939, the loss to the 
taxpayers will be $127,475.23, figured 
as follows: 


Cash retail price of shoes 
under new system 

Total cost of old voucher 
system 


$313,974.41 
127,499.17 


Loss to taxpayer, cash sys- 
$127,475.23 
So far as fitting is concerned, the 
stores which distributed the shoes on 
voucher to clients were held to a strict 
accountability and clients were as- 
sured of proper fitting, particularly 
children. Under the cash system, the 
client will purchase where he desires, 
probably being attracted in many in- 
stances to shoes that look like bargains 
but which will turn out to be shoddy 
merchandise and expensive in the end, 
in comfort and possibly in medical at- 

tention because of ill-fitting. 


Shoe Firms Hold Outings 


Derry, N. H.—Approximately 350 
persons attended the fourth annual 
outing of the Chelmsford Shoe Co. at 
Pine Island Park in Manchester, where 
sports and prize dances were featured. 
Wilfred LaPorte was general chair- 
man of the committee. 

Employees of the Sam Smith Shoe 
Corp. of Newmarket enjoyed their first 
annual outing at Sunset Lake in 
Hampstead, with an attendance of 
about 150. Harry Junior, fitting room 
foreman, had charge of the sports 
program. 
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have been those styled after high grade 
quality shoes, in which up-to-the-min- 
ute style and character are the out- 
standing features. Typical of these are 
the Field Standard Shoes each carrying 
a specification card which lists the dis- 
tinctive features of the shoes. These 
include “selected stock, hand cut up- 
pers, hand side lasting, selected flexible 
soles, shoulder channeled insoles and 
hand rubbed uppers.” 

The most successful shoes this Fall, 
Mr. Campbell believes, will be those 
which aiso stress comfort along with 
style. 

Mr. Campbell states a general toning 
down in style from last Fall will be in 
evidence this year with perforations, 
trimmings and details more conserva- 
tive. Dark colors will be prevelant with 
a lot of interest in mahogany and the 
ruddy red browns. He also sees a pos- 
sibility to promote black as an extra 
pair by giving the shoes a more flatter- 
ing appearance in careful detailing of 
style to make them smart and definite- 
ly on the dressy side. 

The complete and well developed 
shoe wardrobe is one of the main mer- 
chandising themes in the shop. When- 
ever a customer is undecided as to what 
type of shoe he wants, the salesman 
asks what kind of shoes he already has 
and for what purpose he wants the 
present purchase. Suggestion is then 
made of something he doesn’t have. 
Display of as many styles as possible 
throughout the department, not under 
glass but out where customers can pick 
them up and examine them, is con- 
sidered important. Therefore, shoes are 
scattered about in informal displays on 
tables, on counters, on shelves and even 
on the floor. Movable factory type dis- 
play racks are also used. 

This shop has also proved, Mr. Camp- 
bell finds, that as far as merchandising 
and promotion go, the men’s shoe busi- 
ness has also become a four seasonal 
proposition, with Fall and Winter the 
biggest periods followed by lesser peri- 
ods in Spring and Summer. With Fall 
and Winter running approximately 
from August 15 to March 15, he finds 
Spring becomes an extra season for 
special promotions before the Summer 
white and sport season starts. This is 
the period for country type shoes that 
men can wear to get out and walk in 
the country,” Mr. Campbell stated, 
“shoes they can wear out on the golf 
course, shoes that won’t mind puddles 
and wet weather. It is an excellent ex- 
tra season for rubber soled shoes, mo- 
casins, chukker boots, golf shoes, riding 
boots. 

“Another extra season is Christmas. 
For the men’s business gift items 
should be something more than the 
staple slipper lines, but rather an item 
that is moderate in price for the man 
who has everything or for the man 
who is trying to accumulate every- 
thing.” 
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